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UAC SOFT BOX TOE 
MATERIAL 


gives extra pliability to the 
toe of the shoe. When more 
than ordinary toe flexibility is 
desired it is readily accom- 
plished by using this box toe. 
¢ The same material is exten- 
sively used in the heel portion 
of several types of shoes when 
special counter flexibility 
is wanted. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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BBOUNDED by the Battery, the 
Bronx and Brooklyn is the most 
emotional money section in the 
world. If there is an upturn in the 
stock market, Fifth Avenue stores 
feel it first, the secondary uplift in 
the mid-town stores and tertiary 
thrills in the neighborhood stores— 
for in this little area $64,000,000 
worth of shoes are sold at retail 
and maybe $100,000.000 are sold 
at wholesale. 


Z 


It won’t be long now before the 
New York district will have an 
added uplift in preparation of the 
New York World’s Fair. That 
Flushing fantasy in modernistic line 
and color will capture the imagina- 
tion of the world. Add five million 
people to the seven and one-half 
million people in Manhattan daily 
and all traffic streams will be re- 
duced to a slow walk. 

Crowds are an amazing conse- 
quence of modern civilization. We 
had an example last week of a tie- 
up in one of the tubes going to 
Long Island. At 5:00 o’clock in 
the afternoon, over 100,000 people 
were jammed into the Long Island 
section of the Pennsylvania Sta- 


tion and. it took three hours to 
disperse and re-route the crowd. 
Just imagine what it will be like 
when a million people daily want 
to get to -Flushing Meadows, ten 
niles away, by the same traffic 
lanes that are pretty well crowded 
with the ordinary traffic of the day. 

So it is up to shoe men, every- 
where, to prepare the feet of the 
nation for plenty of walking. 

* * 


H. SCULL, publicity di- 
rector of the National Retail Dry 
Goods Association, markets a con- 
vention like no one else in retail- 
ing. For example—the Mid-Year 
Convention of the N.R.D.G.A.. 
held at the Netherlands Plaza Ho- 
tel in Cincinnati, June 27 to July 1, 
had as its slogan: “SPEED RE- 
TAIL DISTRIBUTION.” The pub- 
licity director evidently thought the 


slogan should play a part in his 
own work because we had advance 
copies of the speeches in our hands 
before the convention started. 
Furthermore, the topics discussed 
were not historical essays, but live, 
up-to-the-minute subjects, translat- 
able into actual sales and money. 
Merchants are no longer satisfied 


{11} 


with “meally-pap” and the by- 
products of corridor conversation 
at conventions. They want the real 
stuff and our hats are off to the 
N.R.D.G.A. 
* * * 

FRANK C. RAND, Chairman of 
the Board of the International Shoe 
Company, in a symposium on “The 
Significance of Management” said: 


RECOVERY | 


“Industrial management has a 
definite responsibility to labor, cap- 
ital, and especially to the con- 
sumer; but that responsibility can- 
not be fully met unless management 
be permitted to function with po- 
litical and civil liberty. 

“Industry, large and small, is 
earnestly striving to increase em- 
ployment. This can be done suc- 
cessfully and permanently only © 
under conditions that give assur- 
ance of peaceful and orderly oper- 
ations. Increased and permanent 
employment, which largely solves 
our problems of recovery, cannot 
be realized while our Government, 
through its national and regional 
labor boards, is often inciting, pro- 
voking and encouraging discord 
and controversy where none ex- 
ists. 


“At a time like this, when co- 
operation and understanding be- 
tween all groups of people are so 
essential to the winning of recovery 
that we all desire, it is most un- 
fortunate that constructive action 
in industry should be retarded by 
the attitude of our Government 
agencies. What industrial manage- 
ment needs most just now is—to 
be let alone—so that it may work 
out its problems with sound and 
fair methods based on knowledge 
and experience. 

“A great football player cannot 
reach the goal by sitting on the 
bench. He must be permitted to get 
in the game in order to show his 
efficiency.” 

* * * 
®€HRAIN in May makes plenty of 
hay,” and continuing rain in July 
makes hey, hey. The Seventh Fed- 
eral Reserve District (Iowa, Illi- 
nvis, Wisconsin, Michigan and 
Indiana) reports: “Continued ex- 
cellent pasturage during May ef- 
fected seasonal expansion over the 
high April level in dairy products.” 
Where there is grass, there are 
cows. Where there are cows there 
are calves. And more leather is 


not far beyond. 


TYING feet up to foot paths for 
safety was an idea of the late E. A. 


Filene. A number of years ago he 
offered to donate $25,000 of his 
own money to start a movement 
to make foot paths parallel the auto 
high roads of the country. He 
thought shoe men would be inter- 
ested, but somehow the idea failed 
for industrial support. 

But time moves on. Foot paths 
for safety is a movement that 
clicked in Massachusetts, whereby 
a Works Project called for $4,- 
000,000 worth of sidewalks. The 
job was authorized in 1935 and 
now is three-quarters finished, with 
500. miles of foot paths already 
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—While on the Pacific Coast re- 
cently, | met nearly all the shoe 
salesmen who travel that great 
erea. 

—And | found them all, old friends 
and new, to be a fine bunch of 
men— 

—Serious, intelligent and hard-work- 
ing, both day and night. 

—A quarter century ago the "boys 
on the road" were jolly good fel- 
lows who played up personal 
friendships as the Alpha and 
Omega of good salesmanship. 

—Today the efficient salesman real- 
izes that a line of merchandise 
can be sold only when its value 
and use are ose interpreted 
to the retail buyer. 

—Result is a group of men who are 
well-posted on the basic principles 
of practical economics and who 
are a real factor in developing 
point-of-sale efficiency in the na- 
tion's stores. 

—My hat is off to the modern travel- 


ing sales engineer. 


laid down. In Michigan an $85,- 
000 sidewalk program is nearing 
completion. And the Highway 
Commissioner says it’s merely the 
beginning. Three per cent of Dela- 


ware’s highway stream has _ been 


sidewalked. 

So the spirit of E. A. Filene 
marches on to the indirect benefit 
of the sole leather men, but to the 
very commendable safeguarding of 
the American public, for in the 
past twelve months 3,000 people 
have been killed and 11,600 in- 
jured—while engaged in the peace- 
ful pedestrianism of walking along 


country roads. 


RHEA NICHOLS, stylist for Allied 
Kid, after her swing around the 
country in which she was featured 


fashion speaker at the West Coast 
shoe conventions, said: 

“Conditions are much better on 
the West Coast than in the East. 
Business is apparently going along 
in Southern California on a more 
even tenor. Perhaps the most won- 
derful thing is the way Los Angeles, 
with its Hollywood, has developed 
into an important fashion center. 
This section has not only main- 
tained its position as a fashion 
center but it has solidified its stand- 
ing with people all over the world 
who are students of fashion trends 
and their sources. On play and 
sports clothes, the country has much 
to learn from this center.” 

* * * 


HERBERT N. LAPE of The 
Julian & Kokenge Company, Colum- 
bus, Ohio, says: 

“The consumer is the life of your 
business. She is not interested in 
the ridiculous arrangements offered 
you by some manufacturers whose 
product is obviously inferior. Don’t 
violate her confidence by foisting 
such merchandise upon her. It 
takes many years to build a reputa- 
tion and a_ profitable business. 
Don’t lend your approval to the 
mistakes and inexperience of any 
line of shoes.” 


AAN Ohio shoe merchant writes, in 
answer to the editorial: “RE- 
FRESHMENT OF YOUTH IN 
BUSINESS”: 

“When any merchant, anywhere, 
passes up an opportunity to go to 
a school graduation to see the 
cream of the crop in its prime, he 
is overlooking a chance to get 
fresh, vigorous, alert employees for 
his business—because there must 
be a refreshment of business with 
new workers just as there is a re- 
freshment of stock and ideas. It is 
not for youth to be afraid of the 
future. They’ve got something. 

“It’s for the middle-aged to won- 
der, with the precise shade of mean- 
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ing to that term ‘middle-aged.’ This 
country has a place for the young 
and for the old but no place for 
the middle-aged, for youth has 
vigor and age has experience; and 
the combination of the two can be 
found in every one worth saving. 
Age is not a matter of calendar 
and the term middle-aged is truly 
associated with the staleness and 
smug satisfaction with the status 
quo. It’s not a soft world any 
more for the wobbly, muddle- 
minded middle-aged. 

“So we say—youth will get the 
best of it—if it is prepared for the 
tough old world that is getting 
tougher every day.” 


* * * 


A REPLICA of the Freeman Wins- 
low shoe shop was put on a float 
and was carried in a recent parade 
in Lynn, Mass. Children of the 
Pickering Junior High School 
worked about the shop as if they 
were making shoes in the old-time 
manner. Above the shop was the 
banner: “Our Progress Depends 
upon Training, Skill and Work.” 


LABOR RESEARCH ASSOCIA. 
TION, in its Economic Notes, June 
1, 1938, said: 

“One of the main reasons why 
business activity did not pick up 


in the Spring, in spite of the sharp 


fall in production last Winter, was 
the continuance of heavy inven- 
tories of goods in the hands of 
inanufacturers and distributors. The 
fear of inflation and, to a certain 
extent, fear of strikes, during the 
last ‘recovery’ period, encouraged 
a huge accumulation of inventories. 
Therefore, when the current crisis 
broke, stocks on hand were so over- 
whelming that a fall to extremely 
low levels of production was cer- 
tain for that reason alone. Even 
now these inventories in many in- 
dustries are too high in relation to 
the low consuming-power of the 
masses. They may continue so 
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until next year. And until they are 
reduced there is no prospect of any 
appreciable upturn in product.” 

* * * 


US it slander in itself to charge 
a merchant with price cutting and 
selling below cost? 

Taking on a social as well as 
its economic phase, the Supreme 
Court has been asked to answer 
this question. The United States 
District Court for the District of 
Columbia said that statements mak- 
ing such charges are not actionable 
without pleading special damages. 
The United States Court of Ap- 
peals reversed the decision of the 
District Court, holding that “the 
Court should notice the familiar 
fact that the practice of selling 
goods below cost has come in re- 
cent years to be widely and sharply 
condemned as harmful.” The case 
is known as Hurlburt, et al., vs. 
Meyerson. A petition has been 
filed with the Supreme Court ask- 
ing for a writ of certiorari to re- 
view the decision of the Court of 
Appeals. 

To support its view respecting 
the change of public opinion, the 
Court of Appeals referred to legis- 
lation enacted during recent years. 
Mention. was made of the National 
Industrial Recovery Act, a 1937 
amendment to Federal anti-trust 
laws authorizing contracts between 


buyer and seller to fix minimum 
resale prices of identified goods 
and state fair trade acts. 

Challenging this view, the peti- 
tion maintains that these laws do 
not indicate any change in public 
opinion concerning price cutting. 
Contention is made that the NIRA 
was the result of “legislative panic” 
and that the purpose of the state 
laws is to protect the right of the 
owner of a trade mark and enforce 
resale price contracts. 

“To accuse one of cutting prices 
or of selling below cost is not to 
state that one is guilty of any im- 
proper conduct or of conduct which 
will hold him up to scorn, ridicule 
or contempt,” the petition says. 
“Price cutting is a common prac- 
tice, as is also selling below cost. 
There is no moral or other obloquy 
involved in selling what is one’s 
own for whatever he chooses.” 

Also entering into the case is 
an alleged statement that the dealer 
was “cut off on open account ba- 
sis.” This statement, said the Court 
of Appeals, might mean that the 
dealer was refused credit because 
he was a poor risk, regardless of 
price cutting practices and be slan- 
der “per se” because it would tend 
to injure him in his business. The 
jury, the Court said, should decide 
whether the words had this mean- 


ing. 


"It's from my wife. This is my first day on this job." 


[13] 
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TIME FOR BUSINESS TO BARGE 


ET is only remarking on the obvious to say that the 
last five years have spanned a period of very great 
economic change. In fact, perhaps it is a fair statement 
to say that there has been more economic change in 
the last five years than in the preceding fifty. By this 
I do not mean change merely in the sense of the violent 
cyclical movements of business which have character- 
ized these years but rather change in the framework 
of our economic thought and concepts, change in the 
character of our economy from one of free enterprise 
to one, in part, at least, of attempted planning and 
control. And now, in the midst of planning and control, 
we encounter an unplanned and, so far, uncontrolled 
depression. 

With the perspective now possible as one looks back 


| 


“Show these gentlemen out and send in the Sales Manager” 


. 


over the past 18 months, there is no very great mystery 
about this business depression. Like other business de- 
pressions, it resulted from no single cause but rather 
from a conjunction of forces. It is a mistake to single 
out any one as being the sole or even the primary cause. 
(1) Inventory speculation unquestionably existed. 
The business boom developed bottlenecks as it always 
does. The armament race was a factor. The bogey of 
inflation and the reality of advancing labor costs gave 
impetus to forward buying. Unfortunately the lesson 
of the futility and danger of inventory speculation is 
one that business men never succeed in learning. 
(2) An underlying downward trend of raw com- 
modity prices reasserted itself. With the reassertion of 
this underlying downward trend came the collapse of 
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AHEAD 


Howa Cautious “Wait and See” Atti- 
tude Tends to Aggravate an Already 
Precarious Situation and Why the Con- 


A 


BUS 
UNLIMITED 


fident and Full Reassertion of Private 
Initiative Is the Only Road Open Today 


An Address by MALCOLM P. McNAIR, Professor. 

of Marketing in the Graduate School of Business 

Administration at Harvard University, before the 

1938 Mid-year Convention of the National Retail 
Dry Goods Association, Cincinnati. 


the inflationary price bubble which we had puffed up 
in our effort to avoid readjustment to the new level 
of raw material prices. 

(3) In the meantime certain business pricing poli- 
cies, which it is nowadays fashionable to assail as 
monopolistic, contributed to further lack of balance in 
the price structure. Not all these policies, however, 
were made by business men. Some of these pricing 
policies were essentially forced on business men by the 
alliance of labor and politics. In some lines of busi- 
ness, too, high prices were not so much the result of 
monopolistic tendencies as they were symptoms of 
inertia and deficiency of good marketing sense. 

(4) Prospective profit margins were narrowed, a 
not unusual occurrence, in a boom, but in this instance 
a tendency sharply aggravated by taxes and rising 
wage scales. 

(5) A decline in government spending came at a 
time when the recovery, though it had reared an im- 
posing structure, was still fragile, still had no perma- 
nent underpinning, no permanent foundation of new 
investment, a foundation that was lacking principally 
because there was no confidence for the long run, partly 
because the machinery of investment had been virtually 
shut down for repairs and alterations. ,* 

(6) On top of the Supreme Court fight, the Wagner 
Act, and the continued unfriendly attitude of the Ad- 
ministration toward business came the acquiescence of 
government in the sit-down strikes, serving sharp notice 
that traditional and supposedly inviolate rights of 
private property could no longer be counted on with 


A Message to Merchants Which Also Carries a Moral for Manufacturers 


b 
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ANAGER 


“Seemingly we are in that stage of understand- 
ing with reference to the business cycle where 
a little knowledge is a dangerous thing . . . If 
we had robustly ignorant business enter prisers 
who had never heard of the business cycle, 
who did not subscribe to any tipsheets, either 
political or economic, who were not too much 
concerned with precise calculation of consumer 
demand by means of market surveys and so on, 
but who barged in bull-headedly on the as- 
sumption that this is a rich country and that 
the future is going to be bigger and better than 
the past, then the government spending pro- 
gram would work. In fact, we should have a 
recovery without the spending program.” 


certainty—might, in fact, be facing substantial modifi- 
cation. These cumulative developments constituted a 
severe shock to the willingness of business to take risks. 

(7) Then there was the well-intentioned effort of the 
currency managers to put the brakes on what looked ~ 
like a dangerously accelerating upward movement. 

It was the combination, the juxtaposition, of these 
and similar events that produced the depression. In 
spite of all their disclaimers, this unplanned depression 
is generally laid at the doorstep of the economic plan- 
ners and reformers. Theirs were the tax policies, the 
labor policies, the spending policies, the monetary 
policies; theirs the attacks on business; theirs the 
controls of investment. This episode will probably go 

[TURN TO PAGE 34, PLEASE] 
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ACCENT ON COLOR... . 


Photograph Courtesy of Phoenix Hosiery Company 


RIGHT—The D’Orsay line of smartly simple suede stepin at top would be enhanced by a sheer 
stocking with clocks. An evening stocking with mesh toe and heel or the new idea of vamp 
trimming is suggested for the i gag up gr hy in gold lizard. Lisle stockings are the fashion 
ee ee ee a walking shoe oj type shown with built-up leather heel in 

crushed calf or other sturdy leathers. Shoes from Laird Schober, Stone Shoe Co., Walk-Over. 
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Hosiery for the Coming Fall, Designed with Special Attention to 


Costume Color Coordination. 


Beiges, Sun Tans and Neutrals Have 


Warm Undertones to Blend or Contrast with Leathers and Fabrics 


THE buyer who goes to the stocking market this Fall 
will do well to keep three fashion points in mind. 

First: Stockings continue to be light, bright and gay. 

Second: The trend toward more color in ready-to-wear 
and shoes, begun this Spring, is even more marked this 
Fall. 

Third: As skirts go even shorter, stockings become in- 
creasingly important in the general fashion picture. (Day- 
time skirts will be, on an average, 16 inches from the 
ground.) 

Now, first, as to the stocking colors on the market for 
Fall. You will notice that the general trend is still toward 
the light and gay, but with certain changes. There is less 
red in the coppers. There is more variety in them and in 
the beiges and suntans. (“Beiges have come into their 
own,” says one stocking stylist.) Spring tones have been 
softened and mellowed to go with colorful but darker 
Fall clothes. On the other hand, there are fewer dark 
browns and real neutrals than a year ago. A few of these 
shades are in every line but they have been given warm 
undertones to blend with the new warm golden brown, 
rust, wine and plum tones in fabrics and shoe leathers. 

More than ever this Fall the stocking colors have been 
planned in relation to the other costume colors. The 
stocking must do either one of two things. It must blend 
with the color of the shoe, dress or coat, or it must pro- 


in the Brown, Rust. Wine and Plum Families 


vide a definite contrast or accent. This means an un- 
usually wide range of shades since fabrics and leather 
colors are so varied this season. 

In their color coordination charts the stocking stylists 
have done a very complete job of showing just when 
each stocking color in their lines can be worn—with 
what fabric and leather colors—to blend harmoniously 
or accent smartly. 

The most obvious use of an accent color is, of course, 
with black—black shoes and garments. Then with dark 
brown, blue and green. The most definite accent is 
copper or a rosy beige. All of these colors—black, 
brown, blue and green—will be worn, but black and 
brown much more than the other two. The importance 
of brown in furs is being very much stressed. Some- 
times a stocking to blend with brown is to be preferred 
to an accent color. In every line there are several brown 
beiges to meet this need. 


For the warmer color families—the lighter browns, the 
rusts, wines and plums—a blending stocking color is 
usually better than a matching or contrasting one. The 
most usual blending is with the shoe color. So, for the 
popular Golden Havana, and for the promotional color, 
Burnt Wheat. there are stockings with a golden cast. 

[TURN TO PAGE 39, PLEASE] 
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Every Shoe Merchant and 
Every Manufacturer has a 
Vital Interest in the Effi- 
cient, Economical Selling of 
Shoes at the Fitting Stool. 


Retail shoe selling costs are steadily going 
up. Shoe fitters’ salaries are steadily going 
down. These two unhealthy facts are known 
to all shoe store operators and to every man 
and woman on the fitting stool. This vital 
problem affecting everyone in the retail shoe 
business is discussed by M. F. Mashburn, gen- 
eral manager, Gude’s, Los Angeles. Mr. Mash- 
burn worked his way up to his present posi- 
tion from Gude’s fitting stool, so he knows 
the problem from all angles. 


EEVERY retail shoe man is voicing his opinion that 
this is the toughest selling season ever experienced, so it 
must be true. The same story was broadcast last Fall, 
last Summer and the year before that. And there is 
just basis for this cry, too. 

Let’s go over the situation to see what is taking place 
and why before offering concrete suggestions on how to 
go about solving this problem, for there is a solution. 

Returns are. running heavier today than they ever 
have before. No store can say “That’s my customer,” 
and “That’s your’s.” Women particularly are shopping 
here, there and everywhere. 

In common with all stores endeavoring to treat the 
public fairly, Gude’s does not, and never did force sales 
or make demands from the sales staff as to why each 
missed sale so happened. However, in a recent check, 


THE COST OF SALES 
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these approximate figures proved decidedly startling: 

An even fifty per cent of the customers were walked. 

Twenty per cent of those sold returned their purchase. 

This means that only 40 patrons out of each hundred 
bought and kept their original purchases. 

Ten years ago records show some 75 per cent in each 
hundred sales were final. That difference between the 
present 40 per cent and the former 75 per cent tells its 
own story of why shoe selling costs are higher and why 
selling salaries are smaller. 

Again going back ten years, a top grade retail shoe 
salesman in a good store could earn good money on a 
six to seven and a half per cent commission basis. The 
really good man could earn from $250 to $400 a month. 
Now this same man has to scratch pretty hard to get 
his $175 to $250 a month, while the average good sales- 
man is drawing from $125 to $150 a month. 

Part of the reason for this is the slightly lowered re- 
tail price. The major reason is the great amount of 
time consumed in satisfying a customer today. Com- 
plexity of styles, many more retail stores for the con- 
sumer to shop, with their several promotions to con- 
fuse the already distracted prospective consumer, all 
help to produce this condition. 


ANY store management prefers to have its sales or- 
ganization earning twice its present monthly salary, to 
having it earn less. The management endeavors to 
carry as large a stock of good patterns and as many 
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by 
M. F. MASHBURN 


Interviewed by 
HARRY R. TERHUNE 


M. F. Mashburn, addressin 
store meeting, uses Boot 
Shoe Recorder as his textb 
working on the theory 
keeping up with the newest 
velopments in the trade 
vitally important, both to the 
store and to the salesmen. 


A Suggested Solution for the Vital Problem Many Shoe Merchants 
Face of Compensating Their Salespeople Fairly Without Letting 
Expense Go Haywire 


sizes as business will permit in order to satisfy the trade 
and to make selling on the floor easier and faster. Often 
the larger the stock, the more confusing to customer and 
salesman alike. 

Now if the management raises the selling per cent to 
its force, the retail price must also be raised. Higher 
prices always cut down volume, so ultimately the sales- 
man would be no better off. 

Unquestionably much of the present condition is due 
to overemphasis on style. Factory management, travel- 
ing salesmen, store buyers, trade gatherings all harp on 
style, style, style. One seldom ever hears any talk on 
the fitting quality of lasts or of materials from the basic 
comfort and wearing quality angles, yet shoes are al- 
legedly returned in great numbers to us for improperly 
fitting lasts, wrong materials and the wrong patterns. 


THERE are two more angles to the overemphasis on 
style that have decided bearing on the problem under 
discussion; manufacturers are developing so many spe- 
cialties that a buyer is forced to go into many lines for 
his balanced stock, instead of buying from one manu- 
facturer across the board. 

Intricate styles have caused several factories’ to be 
late on deliveries, so shoes having a six-week selling 
period are coming in six weeks late, causing a great loss 
to retailers. It is impossible to operate a shoe business 
as a millinery store, for it takes several weeks to, make 
a line of shoes. After all there must be sizes to sell 


shoes. During this overemphasis on style, short lines 
have accumulated faster than flies. A buyer spends 
seventy-five per cent of his time trying to guess right 
on high styles, and only twenty-five per cent on the 
money makers. 


THERE is another angle from the manufacturers’ end: 
The high cost of labor and short hours, a great increase 
in pattern cost, slow operation on difficult shoes and 
return merchandise have caused many a factory to go 
out of business or to lose money. 

We do not want to imply that we must go back to the 
six eyelet oxford or the “button boot,” but as one can- 
not live on desserts alone, machinery is healthy for a 
shoe business to overplay style. There must be a bal- 
anced diet to show a profit. 

To the boy on the fitting stool, these many lines, all 
fitting differently, short lines of 24 to 36 pairs, and 
many styles are more and more confusing. He must 
know lasts in order to fit properly, but so many lasts, 
each running different, cause much of his time to be 
lost, and occasion more adjustments and complaints. 

Clearance sales are becoming more frequent and sale 
shoes are much harder to move. Some stores have found 
it necessary to run sales each month of the year along 
with their semi-annual clearance sales. Mark-downs 
are steadily on the increase. 

Eventually, if shoe styles increase or even remain as 

[TURN TO PAGE 36, PLEASE] 
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WINDOWS THAT WON ACCLAIM 


4 as 


EVERY up-to-date shoe man today recognizes the fact 
that one of the most powerful influences in selling is 
the visual display of merchandise in windows and with- 
in the store. Merchants, managers and store executives 
whose responsibilities have to do with promotion or 
sales are keenly interested in every angle of the fascinat- 
ing science of display, which is nothing more or less 
than the study of how to present merchandise to the 
buying public in the most attractive and alluring 
manner. 

Individual shoe stores, chain store groups and depart- 
ment stores are vying with one another in their efforts 
to design displays that are original and out-of-the- 
ordinary, while at the same time possessed of that prac- 
tical and vitally important element of sales appeal. When 
a chain organization opens a new store one of its first 
moves is to consult its advertising counsel and display 
experts to make sure the window displays will com- 
mand instant and favorable attention. Thus the elabo- 
rate new Kitty Kelly store on State Street in Chicago 
sought to impress the public with its individuality and 
its merchandise through a series of striking window 
displays—and apparently succeeded in doing so, 
despite the fact that State Street, educated as it is in 
the last word in window displays, isn’t very easily 
impressed. 

Reproduced herewith is one of the most attractive of 
this series of unusual window displays. It features Kitty 
Kelly Tropical Shoes and the treatment was designed 
to afford an appropriate background for the merchan- 


Clever racing theme used as background for 
this interesting sport shoe window by Berg- 
dorf Goodman, Fifth Avenue, New York. 


dise. In the back corner of the window a tropical hut 
was constructed of closely-set bamboo, thatched with 
feathery tropical ferns. Floor and platforms through- 
out the window were covered with the same cool-look- 
ing thatch, interspersed with rich, red-brown simulated 
stone slabs that set off the white shoes to perfection. 
At either corner of the window stood a five-foot Congo 
war shield and spear, the shield covered with black and 
white, zebra-striped cloth bearing cut-out letters “Kitty 
Kelly Tropical Whites.” Against the back wall on 
either side of the window stood a life-size African 
maiden, painted a warm copper-brown and carrying a 
huge ebony bow. Twisted banyan trees and festoons 
of moss-covered rope completed the tropical scene. 

To encourage shoe retailers to bend their efforts 
toward the designing and creation of better shoe win- 
dows, shoe manufacturers and wholesalers are featuring 
contests and offering substantial prizes for the best 
window displays appearing in the windows of shoe 
stores and department stores. The Wohl Shoe Company 
of St. Louis recently announced the winners of 40 
cash prizes in a national window display contest fea- 
turing Paris Fashion and Natural Poise Shoes. The 
windows that won two of the $50 awards are shown 
herewith, and both are excellent examples of the types 
of displays that can be used to stimulate interest in the 
newest styles and thereby accelerate sales. 
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Important Role of Displays 
in Modern Merchandising 
Reflected in the Current 
Interest in Window Contests 
and in the Studied Attention 
Given to This Phuse of Pro- 
motion in the Planning of 
Newest Shoe Stores 


Now that the Fourth of July is past and gone, and 
the Summer selling season is well advanced, much of 
the promotional energy of shoe men is being devoted to 
clearance sales, and clearance windows will form an 
important part of the display man’s job in the next 
six weeks. That doesn’t mean that he can relax his 
efforts in any degree, for the old idea that a clearance 
window could be just an assortment of shoes with a 


Above: Dramatic window 
treatment for display of 
“Tropical Whites” at new 
Kitty Kelly store, State 
Street, Chicago. 


Left: This attractive dis- 
play won $50 award for 
Fair Store, Cincinnati, in 
recent display contest con- 
ducted by Wohl Shoe 
Company, St. Louis. 


Left: Another $50 prize winner 

in the Wohl contest. This welt 

designed display was the entry 

of the Hollywood Shop at Big 
Spring, Texas. 


big display card featuring price reductions is definitely 
out of the picture under the modern scheme of things. 
Customers today demand shoes that are not only eco- 
nomically priced, but which also fit into their indi- 
vidual ideas of fashion and a correct footwear ward- 
robe. Therefore it is just as necessary to sell style and 
to make your windows attractive and appealing during 

[TURN TO PAGE 39, PLEASE] 
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.... and for the fifth consecutive season 


MACFADDEN WOMEN’S GROUP will carry 
advertising of PARIS FASHION SHOES fo 


young style-conscious women.” 


_...a schedule that also includes 
TRUE STORY, PHOTOPLAY, GOOD HOUSEKEEPING, 


McCALL’S cand LADIES’ HOME JOURNAL. . . d 
combined circulation of over 13 million! 


WOHL SHOE COMPANY 


1224-26 ‘WASHINGTON AVE. 
ST.LOUIS. MO. 


May 23, 1958 


Mr. E. Ae Fox, 
‘Macfadden Women's Group, 


... Dear Mr. Fox: 


Our national advertising plans for the fall 


joemnes have just been completed, and for the fifth 
Jconsecutive season Macfadden's Women's Group will 
carry our advertising to young style-conscious women. 


When we first selected your magazines, we did 
so because we felt that through them we would reach 
pond readily to 


millions of young women who would res 
our style messages. The tabulation of inquiries shows 


that our judgment was correct. Macfadden's Women's 
one of the low-cost inquiry producers in 


our long list of magazines. 


RAL The fact that the inquiries received are for 
; style booklets and dealers’ names is evidence of the 


oe genuine interest in our footwear. 
With best wishes for your continued success, 
wo are 


/ 


SHOES 


; 
SARA 


Yours very truly, 


4s 


We truly believe that we sell 
AMERICA’S GREATEST SHOE VALUES AND PRETTIEST FOOTWEAR 


Customer and mercha 
mand for PARIS FASHION SHOES rags 


TY quality and value at 


their interesting i 
retail prices are sufficient Man 
UE 
reasons why leading stores everywhere TRUE EXPERIENCES LOVE 
a VIE MIRROR - R ROMANCE 

ADIO MIRROR 


For further particulars 


WOHL SHOE COM 
PANY, Saint Louis ; — circulation with high concentration amon 
3 younger women. 


p 
A. rou of five Macfaedden Publications with 
a close edito 
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THE 


The Vital Importance of Management 


T O manage any business today takes all that you’ve 
got and more. Errors in judgment by management can 
be tremendously costly. Any manager, of any- business, 
must know more about his business than ever before. 
He must also know more about general busisness and 
its repercussions on his business. On top of all this, 
he must know the political economics of the day and 
what affects public behavior towards his article of sale 
—today, tomorrow and months ahead. He must also 
be aware of political happenings yesterday, today and 
tomorrow—that directly affect the law of supply and 
demand in his business—for they are of tremendous 
importance in times like these. 

So, in our belief, management plays the most im- 
portant part in the operation of business today and in 
the future. Well-informed management reads more, 
studies more and writes more because it is necessary 
to sift facts from surmise, and separate trends from 
propaganda. 

Greater flexibility in managerial policies is necessary. 
Once it was comparatively easy to plan and plot a sea- 
son ahead but in this modern business world, it is neces- 
sary to separate a business into its living parts—one 
section planned seasonally, another quarterly, another 
monthly—plus the immediate weekly and daily opera- 
tions to move goods at the point of sale. 

So we say that management is today in first position 
—with capital and labor a close tandem behind. Man- 
agement is worthy of its hire. Capable management 
carries a load greater than ever before because the right 
information, at the right time, is terribly important. 
Gone are the day of hunches, hopes and hit-or-miss op- 
eration. Today’s business must have the shape and 
speed of a streamline train—knowing where it is going 
and why. 

We have been watching with interest the experiments 
in several parts of the country in cooperative operation 
of factories and stores—particularly those built on the 
“share alike” principle. They invariably fall down 
through mismanagement. It is not easy to run a busi- 
ness by a committee. Every enterprise needs responsible 
leadership and the final decision of one man. That has 
been the law of survival in all things. 

The story is completely told in an editorial in the 
Chicago-Tribune of Sunday, June 26. as follows: 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


“Labor Without Management. A cooperative shoe factory run 
by 700 members, who were as good shoemakers as can be found 
anywhere on earth, has just been sold in bankruptcy court in 
Milwaukee. It had started in the commendable hope of the 
shoemakers that they could run their own business. It operated 
just 11 months and it failed because the cooperators refused to 
recognize that management and capital and labor are all three 
necessary to any successful business enterprise. 

“It failed, the trustee in bankruptcy observed, because though 
it had abundant labor it had insufficient capital and no manage- 
ment. 

“The shoemakers were skilled craftsmen. They knew their 
trades. They knew leather and cutting and lasts and they turneu 
out an excellent product. Because of the advertising the enter- 
prise received in the trade they met a ready market. But their 
failure was certain from the first. 

“They wrote their failure into their articles of incorporation 
when they specified that the general manager never was to 
paid more than $50 a week. They got what they paid for and 
a single mistake in figuring costs lost them more than a year’s 
salary for a competent manager would have cost. 

“At the outset they found difficulties in disposing of shares 
of stock and they started production with only $58,000 of their 
$150,000 capitalization paid in. Their average volume was only 
200 pairs of shoes a day. Good management never would have 
let them begin operations with so little volume and so scant a 
capital. Management would have known that 200 pairs produc- 
tion would not carry the overhead and thet the paid-in capital 
was insufficient to finance the corporation while it attained 
volume. 

“As the capital neared exhaustion the cooperative was not 
able to get credit, but, as Oscar E. Schwemer, trustee in bank- 
ruptcy, observed, credit was refused not because of lack of 
assets, but because those who deal in credit could clearly see 
the enterprise was headed for failure. 

“Every one, of course, will sympathize with these earnest men 
and wmen who put their savings into an ambitious plan to pro- 
tect their jobs and improve their future. Their mistake was a 
natural one for those who are guided chiefly by agitators who 
teach that only manual labor is praiseworthy and that there is 
no wealth save that created by manual labor. 

“It is a favorite theme of radicalism and is preached equally 
to workers in the shops and to farmers. It is a popular theory 
of politicians who want to deny capital a fair return for its risk 
and its use. It is advanced as an argument to deny manage- 
ment a fair compensation for its experience and responsibility. 

“The Milwaukee undertaking should be studied by those who | 
profess to see in cooperative enterprise a sure cure for all eco- 
nomic ailments. 

“Labor is as important to industry as capital and manage- 
ment, but all three are essential. The Milwaukee shoemakers 
have shown that one cannot succeed without the others.” 


Let’s not consider management, capital and labor as 
separate entities. The good business organization has 
all three in close, friendly cooperation for the very 
necessary and proper purpose of making—FIRST, a 
living; SECOND, a profit and THIRD, reserves and 

[TURN TO PAGE 43, PLEASE] 
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AS irritating as a store full of P.M.’s or a call for 
13 “quin,” is the canned sales chatter peddled by cer- 
tain characters in the shoe business. 

APPROACH is as crude a term for greeting a cus- 
tomer as SHORT VAMP is for ROUND TOE. AD- 
DRESS is more apropos, serving -a twofold purpose, 
by reminding the salesperson to enter the customer’s 
name and ADDRESS in the mailing list! 

Jack “Fitem-long” loses many sales through over- 
zealous jargon about short shoes causing bunions, 
“high-bitis,” and ingrown toenails. His opposite, Jerry 
“Snug-fit” has to T. O. almost every other customer 
because he likes his shoes tight and just knows that 
everyone else does too! 

Johnny “Just-right” isn’t partial to any one last, style 
or heel height. He sells Mrs. Citizen the shoe that she 
wants, plus an extra pair. It is a pleasure to see him 
in action: 

Grandma has come into the store just to “look 
around,” and perhaps, to try on that high-heeled 
ghillie tie displayed in the window. © 

Not only does Johnny tie the bow with a flour- 
ish, and compliment Grandma on her slim ankles 
(or maybe it’s her 4-B), but in no time at all, he 
has a walking shoe on her other foot and explains 


FAY BIGGS 
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BEWARE Of 


CANNED 
Sales Chatter 


Intelligent Individual Attention to the 
Customer’s Needs Sells the Shoe She 
Wants, Plus an Extra Pair, Explains Fay 
Biggs, of S. J. Brouwer Shoe Co., Milwau- 
kee, in Letter That Won Second Prize in 
Recorder’s Contest for Retail Salespeople. 


shoes; perhaps I’d better decide on this pair in- 
stead of the high heels.” 

Ah, she’s playing right into his hands, for Johnny 
replies, “You’re right about this shoe—it is softer, 
and has many comfort features about it that the 
higher heel doesn’t have. But, ‘Mrs. Flatfoot,” 
(oh, yes, by this time Johnny has learned through 
conversation that Grandma really isn’t Mrs. Slim- 
ankle, although she reminded him so much of 
her!) “you can readily see that this type of walk- 
ing shoe just wouldn’t do for afternoon or semi- 
formal wear.” 

As Mrs. F. alternately tries to make the heel slip 
out, her ankle pronate, the sides gap, or locate a 
wrinkle across the instep, Johnny is patiently pro- 
pounding, “It is so simple to have healthy, attrac- 
tive feet and always be dressed correctly, too, when 


‘you compare your feet to your stomach; if you 


were to live on a diet of cakes, pies and other 
desserts all the time, your digestive organs would 
soon rebel. But, if your diet consists largely of 
meat, vegetables and fruit, a dessert not only tastes 
good, but adds the necessary starches and proteins 
to balance the meal. This health shoe is your ‘main 
course,’ but your meal won’t be complete without 
that dressier shoe for ‘dessert’ ”! 


in a slightly flirtatious, but definitely courteous 
voice and manner, “Yes, Ma’am! That combina- 
tion of high heel and ghillie tie certainly does 
flatter your trim ankles.” 

By this time Grandma is standing down with 
BOTH of the walking shoes on her feet. “My!” 
she exclaims, “These are softer than the other 


Johnny “Just-right” calls a courteous goodbye to his 
latest “personal call” customer as Grandma departs 
with her TWO pairs of shoes. 

Fay Bices, 
S. J. BROUWER SHOE CO. 
Milwaukee, Wisconsin. 
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hide 


FAR BETTER TO LET YOUR CUSTOMERS KNOW 
HOW YOUR CAREFUL BUYING PROTECTS THEM 


The KISTLER trade mark (see lower right corner) when im- 
printed on the shanks of men’s shoes, is the spot of light that absorbs 
the shadow of doubt, often created when the customer remains in 
the dark about any matter of importance. If taken advantage of at 
every opportunity, it will benefit you as it has benefited others. 


KISTLER “BENCH BRAND” SOLE LEATHER 


A BALANCED TANNAGE 


does not prevent a favorable mark-up or a substantial turnover. It 
helps both. Men’s shoes bottomed with this sole leather are selling 
daily, over a wide territory, at whatever price dealers ask for 
them. Once your customers experience the superiority of Kistler 
“BENCH BRAND” Sole Leather, you can safely trust its quality to 
profit you repeatedly. 


: FOUNDED 1840 
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"for the UPTOWN Shoe-of- the- 


Chis Fall, Uptown dealers will enjoy the ad- 
vantage of a powerful co-ordinated merchan- ~ 
dising plan which ties in with Uptown’s 2 
national advertising in Esquire, Saturday 0c 
Evening Post and Collier's. This plan has 3. 
been so carefully organized that for a week 
at a time all promotion is to be concentrated s 
on a highly salable pattern. In all, nine shoes 
will be promoted, covering a period of four pan 
months...September into December. It's a 
sure-fire sales producing plan. 


UPTOWN SHOES ce nied STAR SHOEMARERS 


T H q STAG ET 
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September — Campus and Fall Sport 
Promotion. 
1. Buckles and crepe soles. 
2. Moccasin types in the modern 
version. 


October—Fall Dressy Style Pro- 
motion. 
3. CORDO...New Fall Color. 


4. _— Toe in black calf and town 
an. 


November—The 3-Way Promotion. 
5. Wing-Tips . . . streamlined. 
6. KID for comfort. 
7. Thistle ... Latest Grain. 


Winter Style Promo- 
on. 

8. Double sole ruggedness. 

9. Sturdy Kangaroo. 


National Advertising. Our consumer 
campaign in the National Magazines 
will reach men of all ages, feature the 
very same styles that are to be featured 
in display pieces, news ads and direct 
mail. Over 6,300,000 men will see 
these Uptown magazine ads. 


Display. Uptown dealers will receive 
a streamlined displayer for window or 
counter suitable for the entire Fall and 
Winter promotion period. Specially 
prepared display cards to be mailed 
on schedule. 

Direct Mail. Each of the four months, 
the Uptown dealer has color postals to 
send to his mailing list. These cards 
show the shoe in actual color. In ad- 
dition, the dealer is to be supplied with 
smart Uptown folders. 


THE PLAN 


calls for a special advertising-merchandising tie-up on 
the following nine types of shoes during the four months: 


Newspaper Mats. Ready-to-use news- 
paper ads featuring the same styles and 
copy theme as in the other media. Up- 
town dealers'will run these ads in their 
local newspapers under our co-oper- 
ative advertising plan. 


Radio and Electric Signs. Specially 
prepared radio announcements... ex- 
pensive studio talent...tell the Uptown 
story and tie it in directly with the 
store. An Uptown shoe electric sign 
completes the job of identifying your 
store as the point of sale. 

If you are interested in building a bigger 
men’s business in the $5 to $6.50 field, 


you cannot afford to pass up this Up- 
town Shoe-of-the-Week promotion plan. 


‘ROBERTS, JOHNSON RAND 
Oranch of international Shoe Co. 


ST. LOUIS, MO. 


“HOUSANDS OF DEALERS THROUGHOUT THE COUNTRY HAVE BUILT THEIR BUSINESS ON THE 
OUND, DEPENDABLE QUALITY STANDARDS OF STAR BRAND QUALITY WHICH IS NEVER LOWERED 
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SELLING THE SALESMEN 
Who SELL 


The SHOES 


An Interesting Chapter in the . 
Story of an Industry and Its 
Service to the Public. 


Al Johnson, advertising manager of the 
Peters Shoe Company outlines the com- 
pany’s advertising plans and promotions 
for Fall at the recent sales convention in 


Sales Convention of 
the Peters Shoe 
Company, held re- 
cently at the Corona- 
do Hotel, St. Louis, 


formation of 
lion Dollar Club” o 
salesmen whose busi- 
ness for the com- 
that figure. = Above: E. J. Hopkins, General Man- 
ager, opens the sales convention at 
the Coronado Hotel with plenty of 
enthusiasm and predicts that the new 
line will be acceptable to retailers. 


Smith, nien’s merchandise manager, 
to the sales group. 


Left: Jack Taylor, who travels 
in Southeast Missouri for Peters 
Shoe Co. has been with the com- 
pany since it started. His ship- 
ments during the past 25 years 
have totaled more than five 
million dollars. He was elected 
president of the Peters “Million 
Dollar Sales Club” at the recent 
convention. 


Right: F. J. Vogt, Western Divi- 

sion Sales Manager, backs up Ed 

Sinz by telling his salesmen that 

the Fall Shoes are all that any- 

one could ask for in appearance, 
price and 


| 
was marked by the 
Tis 
J. W. Conners, Southern Division P 
Sales Manager, introducing Dave 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


BREASTLOCK 
“HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 

The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 

Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 


* * 
| 


No. 3446-2... Brown 
Retan, 14 double sole all 
leather "Premold” one piece 
back, Leather Heel, EE 5, 
to lland12...... $2.00 


EE, 13 and 14.... $2.50 
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AND 


No. 3415-1... Bin 
Retan, 14 double sole, leathe 
middlesole, Composition 
sole, whole Rubber Heel, Ii 
S—ll and 12...... 


EE, 13 and 14,.... 


Boys, 214 to5 4 EE 1.35 


No. 4052... 
Glove, WELT, 9 In! 


eTHAT WILL 


PREMOLD 
ONE PIECE BACK Leather Sole Whol 
Rubber Heel, 
No seams or \ C, E, EE... $2. 
rough places 
the tendons 
ee No.4051... 
ripping with 14 Iron Bi 
... absolutely Corded Sole. 
smooth fit at 
. heel. 


Glove, WELT, 12 | 
Rawcord Sole and Het 
5—11 and 12, B,C,D 
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No. 4006-1 ... Golden Side, 
Teathe WELT, Full Double Sole, Leather Mid- 
ion ot = dlesole, 9 Iron Composition Outsole, 

2 panes Whole Rubber Heel, Storm Welting, 
“Premold” One Piece Back, 5 — 11, B, 


Sizes 13 and 14 E.... 83.10 


UR WORK-SHOE JOB EASY 


Bla =A No. 4020... Black When you can buy a useful piece of merchandise 
for less money, it becomes a better value, assum- 
: pach ya i poe ing the quality is the same. But if the quality is im- 

tures, Drill Lined Vamp, proved in relation to comparable merchandise and 


ate diaitarcalae tnd the price at the time is reduced, then you have a 


superior value. That’s exactly what Peters Work- 
Shoes are—superior values. Fact is, they are the 
greatest business-building values the American 
shoe retailer has ever seen. Nowhere will you find 
such reliable all-leather quality in addition to spe- 
cial fit and comfort features at such extremely low 
prices. Insist upon seeing the Peters Work-Shoe 
line then put your money on it and you will easily 
make more profits. 


“S20, 


Branch of International Shoe Company 
ST. LOUIS 


3... 
| 
store" 
yor" 
2...B 
121 yo" met 
yeve® tor mot 
et: 
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Time for Business to Barge Ahead 


down in history as the Roosevelt De- 
pression; yet such a verdict is not in 
all respects fair or accurate. Mr. 
Roosevelt was not responsible for the 
underlying downward trend of raw 
commodity prices. Rather he is a sym- 
bol of the world-wide unwillingness to 
make the readjustments to this down- 
ward trend which the older, laissez- 
faire economics still deems necessary. 
Mr. Roosevelt was not responsible for 
the inventory speculation or the inept 
pricing practices of business—that is, 
of some businesses—except insofar as 
his monetary and labor policies set the 
stage for price advances. In fact, there 
are several respects in which this is 
a more or lesg normal depression fol- 
lowing an advance of business activity 
which was too rapid to be maintained. 
It is business’s depression as well as 
Mr. Roosevelt’s. 

But recriminations from either side 
in regard to the blame will not help to 
get us out, and a study of the causes 
is important only insofar as both 
business and government can learn to 
do a better job next time. 


Price Improvement Encouraging 


As to where we are now, it is clear 
that the indices for June will be lower 
than those for May. We may be near 
the turning point, or we may not be. 
The current business picture is bad, 
but that is, of course, to be expected 
at this stage. World depression seems 
to be deepening, but since we were the 
first in, we may be the first out. The 
most encouraging factors in the pres- 
ent situation are the current improve- 
ment in commodity prices, the be- 
havior of the bond market, other than 
the rails, the prospects for new financ- 
ing, and refusal of the stock market 
to go down in the face of unfavorable 
business news. But the bond market 
and the stock market have not always 
been reliable forecasters. Prediction 
at the moment is more hazardous than 
at almost any other time in the last 
five years. With full recognition of the 
hazard, I am inclined to estimate that 
there will be some improvement in the 
rate of industrial production during 
the Autumn of this year. The recovery 
may be rather slow and uncertain. 
Conceivably pump priming may not 
work either soon or well. Of course, 
retailing lags some months behind the 
index of industrial production. Retail 
business was really not hard-hit in 
this depression until May of this year. 
It is equally true that retailing nor- 
mally tends to lag in recovery. Un- 
favorable sales figures certainly are to 
be expected for this Summer and early 
Fall. 

- I said that retailing normally tends 
to lag behind industrial production 
both in depression and in recovery. 


[CONTINUED FROM PAGE 15] 


Because of the governmental spending 
philosophy of the last five years, how- 
ever, that statement requires correc- 
tion. Retailing is essentially the first 
part of the business structure to feel 
the effects of pump priming. In a 
sense, therefore, retailing has obviously 
been a substantial beneficiary of the 
government’s spending policies. It nor- 
mally lags going into a depression; 
and now, because of these spending 
policies, retailing experiences the up- 
turn sooner than it normally would. 
In a more important sense, however, 
and for a longer-run period, retailing 
is the loser when policies of pump 
priming fail to bring about a really 
substantial revival of private business 
activity. Nevertheless, by reason of 
the pump priming policies, retailing is 
in a somewhat special position. 

If a recovery movement is not mov- 
ing along briskly early in 1939, as it 
may not be, do not forget that 1940 
is an election year and that the spend- 
ing so far authorized may bulk very 
small] in proportion to the total outlays 
between now and November, 1940. 

But the real answer to all these rid- 
dles depends very greatly on the atti- 
tude which business takes toward the 
government spending program. The 
idea of government spending to combat 
a depression is now more familiar, 
and we are now so inured to huge 
deficits that the idea of spending a few 
billion more no longer seems terrify- 
ing. But what is the economic philos- 
ophy which underlies the Roosevelt 
spending program? 

There is currently a fair amount of 
support among economists for the 
theory that it is a good thing for the 
government to spend in a period of 
depression in order to rebuild quickly 
a credit structure which has been de- 
fiated by the curtailment of business 
transactions—that is, to reflate the vol- 
ume of bank deposits. According to 
this view, it is not particularly impor- 
tant what direction the spending takes. 


“Business should play ball with the 
New Deal in order to hasten its 
departure.” 


Whether or not one agrees, and I, for 
one, am inclined to disagree—is per- 
haps an idle question, at least so far 
as the United States is concerned; for 
the exigency and magnitude of the re- 
lief problem, to say nothing of pressing 
considerations of a political nature, 
probably make it inevitable that, if 
government spends to cure a depres- 
sion, government spending will go 
largely through consumer channels. 

But there is more to it than this. 
Emphasis on consumer spending versus 
saving has run through this whole Ad- 
ministration. Mr. Roosevelt frequently 
is charged with inconsistency. But 
note that there is one consistent theme 
that has steadily recurred among all 
the discords. That theme is the trans- 
cending importance of consumer pur- 
chasing power. 


Theory of Purchasing Power 


There is, of course, more than one 
variety of consumer purchasing power 
theory. There is the widely held popu- 
lar view that spending is good and 
saving is bad because oversaving de- 
creases purchasing power; that when 
profits, rents, interest, and other forms 
of business income get too high, wages 
are too low and consumers do not have 
enough purchasing power; that there 
is too much saving, too much invest- 
ment; too much business spending, not 
enough consumer spending. 

In garbled and half-baked form, the 
shibboleth of consumer purchasing 
power has been a godsend to poli- 
ticians everywhere as a justification 
for public spending. It has been a 
common argument for expenditures, 
Federal, state, and municipal, through- 
out the country. It is a bitter reflection 
that this naive delusion as to the 
sources of real consumer purchasing 
power probably ranks as the greatest 
single contribution of modern economics 
to practical politics. Most of the steps 
taken in pursuit of this naive notion 
of purchasing power actually have de- 
creased real purchasing power. We 
are still chasing that fantastic will- 
o’-the-wisp idea that somehow by pro- 
ducing less we can at the same time 
consume more. 

In popular and political usage, con- 
sumer purchasing power has been di- 
vorced from its real economic meaning, 
or meanings—there are, in fact, sev- 
eral—and has become essentially a 
slogan. And this slogan of “consumer 
purchasing power” has bamboozled the 
American people. The advocates of 
pump priming try to apply the pur- 
chasing power concept in two ways: 
first, the creation of credit, that is, of 
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Controlling the Cost of Sales 


[CONTINUED FROM PAGE 19] 


they are, stores will be forced to aug- 
ment their sales forces by adding 
women who know the art of fashion 
blending. This might take the form of 
having one fashion authority, or by 
saving several salesgirls who are 
style minded. This might save many 
returns. 

The present shoe-selling organiza- 
tion in nearly every store is hopelessly 
outdated when it comes to giving its 
patrons basic shoe fashion knowledge. 
A few young fellows are taking their 
jobs seriously and are constantly read- 
ing their trade papers and fashion 
sources, but the great majority of re- 
tzil shoe people are just drifting along. 

If shoes are to be known as “acces- 
sories,” the women are well suited to 
sell this type of merchandise. Men as 
a rule are more mechanical minded and 
do not have patience with most detail 
of proper dress for women. Proof of 
this is the fact that most men do not 
even observe what their own wives 
wear. 


Salary Basis versus Commissions 


Some shoe fitters argue all shoe sell- 
ing cost problems would be solved if 
salespeople were placed on a flat salary 
basis; we, in our store, prefer com- 
mission selling system. There are many 
bad features under the commission sys- 
tem, it’s true, when operated on a 
straight commission plan without any 
check. There is a way out, however, 
that is absolutely fair to the sales 
organization and to the store owners. 
This might be termed “Controlled Com- 
mission Selling.” 

We believe that men can be rated as 
they are in organized baseball. Players 
are rated by their records and valued 
accordingly. In our store a man is 
given certain quotas to make in shoes, 
hosiery, and bags, P.M.’s, P.T.’s, per- 
centage of customers sold, misfits, and 
lates. This system may not be the best, 
but in any store selling on the com- 
mission system, there should be a simi- 
lar check. 

This controlled method does much to 
counterbalance the growing feeling evi- 
dent all over the country—that of work- 
ing less and less and getting paid more 
for it. It does given an accurate 
efficiency rating for a man’s efforts that 
appeals to every man’s sense of fair- 
ness. And how they gather around the 
bulletin board each month when the 
net standing figures are posted! 

These are the control chart ratings: 


Heads on the Percentage Rat- 
Sheet ings for Each 
Shoes 
Hosiery and Bags 
P.M.’s 
P.T.’s 


Take imaginary salesman Jim 
Brown’s record. He has a quota to 
meet in all his dealings with the pub- 
lic and the store. For a year’s time, 
his rating varied month by month from 
a low of 55 per cent to a high of 99 per 
cent, the latter reached twice. His 
yearly average of 76% per cent was 
considered good. 

Jim is on a 7% per cent commission, 
so he must sell $433 a week or about 
$1,732 a month to cover this. His 
monthly “par” for the other heads are: 

Must make hosiery or bags sales 
totaling $175. 

Must make 20 P.M. sales. 

Must sell 65 per cent of his calls. 

Must not have over 3 B.W.’s (mis- 
fits). 

Must not be late over three times. 

Must not have over 15 per cent of 
returns. 

When Jim does not sell his quotas 
or has more than three misfits per 
month, is late more than three times, 
has more than 15 per cent of his sales 
returned, or does not sell 65 per cent 
of his turns, he “goes in the red” mean- 
ing a red circle is drawn around his 
percentage. Going in the red reduces 
his monthly standing on the store’s 
“report card.” 

Efficiency ratings are figured from 
the resulting figures. 

Several fair store rules have a de- 
cided bearing on this method of com- 
mission control. They are: 

The floor man is given the right to 
pick any particular salesman to serve 
a particular type of customer. Reason, 
certain men like to sell certain kinds of 
customers. All are better pleased when 
the right combinations are meshed. 

In exchanges, the man who original- 
iy made the sale is never given the ex- 
changes unless the customer definitely 
asks that he again serve her. The ex- 
change is given to the man who is low- 
est on the call list. And right here it 
should be stated how that works out. 
The man on the last call has a small 
chance of being in the active selling 
at the moment, so he is glad of the 
opportunity of getting a sale. Very 
often, the man who is last will run up 
a larger book through his exchanges, 
than the one who is top of the list for 
that day. Last call has become a most 
advantageous spot. 

These records have proved that a 
man builds up his P.T. following, his 
sales under all heads increase and his 
returns and B.W.’s decrease. Walks 
are also down to a very low point. 

Aside from the obvious fairness of 
these ratings, the system soon shows 
up those who take their shoe selling 
seriously and’ who are working for the 
best interests of the organization as a 
whole. 
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POINTERS 


NO. 33 


JULY, 1938 

Published monthly in the interest of, 

and to stomete a wider distribution 
for, better shoes for children. 


A P-R-I-M-E-R OF P-R-0-F-I-T 


MR. SHOEMAN STUDIES the A-B-C of 
profit-making in the retailing of better 
grade children’s shoes. 


HE LEARNS that a basic stock of shoes 
for children of pre-school age can be had 
— for only $370.05. This complete 
stock consists of 156 pairs—sizes up to 12— 
and is built to sell speedily on a most ex- 
citing health appeal story. 


THE MERCHANT IS ASSURED PROFITS 
through substantial mark-up with no chance 
of mark-down losses. The pre-school age 
basic stock has a retail value of $596.00, 
nearly a 40% mark-up. 


$2500.00 ADDITIONAL annual volume on 


this basic stock of pre-school age shoes is 


easily obtainable. Promotion program 
makes possible a rapid turnover of slightly 
more than 4 times. 


Yi, 


MOTHERS LEARN dramatic health appeal 
story through compelling newspaper adver- 
tising program, and consistent consumer 
approach by mail as well as counter and 
window displays. 


school age basic stock made possible by 
the oldest maker of children’s health shoes 
with the newest ideas in promotion. Doc- 
tors, teachers, mothers—approve principle 
of correct “Body Balance.” 


WHY NOT get complete information? 
Send for Brochure which explains full de- 
tails. Sent free—no cost or obligation. 


DR. A. POSNER, SHOES, INC. 
Sales Office and Warehouse: 140 West Broadway, N.Y.C. 
Factory: Allentown, Penna. 
Western Rep.: Glaser Shoe Co., San Francisco, Cal. 
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Time for Business to Barge Ahead 


[CONTINUED FROM PAGE 34] 


bank deposits, through government bor- 
rowing; and, second, the transfer of 
purchasing power by means of taxes 
and higher wages from some groups in 
the community to other groups. 

But the only real purchasing power 
comes from production. Can the cre- 
ation or transfer of money means of 
purchase bring about any increase of 
real purchasing power in the sense of 
increased goods and services? This is 
the real test, and the answer is that 
such an increase in real purchasing 
power results only if this creation or 
transfer of money means of purchase 
has the effect of increasing business 
activity. The experience of the past 
few years now demonstrates amply 
that no more than a very temporary 
rise in business activity is likely to 
take place so long as the creation and 
transfer of money means of payment 
are being brought about by government 
action, by artificial intervention of the 
state, and not by customary processes 
of business. 

There is, however, a more plausible 
form of the consumer purchasing 
power theory. This you will find, for 
example, in the studies by Moulton for 
the Brookings Institution, and also in 
a partly similar form in Keynes. This 
view differs sharply from the simply 
underconsumption theory in that it ac- 
cepts the conventional view that de- 
pressions arise when there is too little 
investment, not when there is too much 
investment. The argument is that in- 
vestment does not keep pace with sav- 
ing because capital formation is de- 
pendent not on saving but on con- 
sumption. In other words, if con- 
sumption slackens, business enterprises 
do not see sufficiently good opportu- 
nities for investment in capital goods 
industries. The reason why they do 
not see sufficient opportunities is that 
the consumption of consumer goods is 
not sufficient to cause a demand for 
new capital facilities. This is a de- 
rived demand theory; demand for capi- 
tal goods is derived from demand for 
consumer goods; the whole business 
structure rests on consumption. .... 

It is important to ponder these ideas. 
In one form or another these threads 
run steadily through the pattern of 
this Administration’s utterances and 
actions. The spending to bolster con- 
sumer purchasing power coupled with 
the repression of private enterprise 
makes an apparently contradictory pic- 
ture when viewed from the standpoint 
of recovery alone. The combination 
seems to be explicable only on the 
theory that it points toward the new 
channels in which our economic life is 
expected to flow in the future. Is it 
too bold a surmise to believe that an 
important group in this Administra- 
tion harbors these ideas to the extent 
that it does not intend that private 


business enterprise in the future shall 
lead the way, but that it intends rather 
to establish the primacy, at least in a 
great number of industries, of govern- 
ment acting presumably in the inter- 
ests of the consumer; that it intends, 
in other words, to force an economic 
dictatorship upon American business 
without too many scruples as to the 
means employed? 
Suppose, for the moment, that this 
is he case. How are we going to stop 
it? I say “stop it”, for I assume that 
the great majority of those in industry 
who have any real insight into the 
workings of the business machine are 
keenly alive’ to the dangers both eco- 


“The scientific frontier offers even 


greater opportunities than the old 
geographic frontier.” 


nomic and political which this program 
brings in its train. We don’t believe 
that America is finished. The previous 
government spending program was re- 
ceived by business with misgivings and 
crossed fingers. The result was that 
there never was any firm foundation 
for the recovery movement. What will 
happen if business maintains an aloof 
and distrustful attitude toward the 
present program of government spend- 
ing? From a cyclical standpoint we 
might expect a series of brief episodes 
of recovery induced by spending fol- 
lowed by relapse as soon as spending 
was curtailed. What else lies down 
that road? How long would govern- 
ment credit last? What form would 
repudiation take? How soon would 
there be further devaluation of the 
dollar? No one can say. But even 
more certain than these, if this should 
be the road we elect, would be the 
early establishment of governmental 
control of key industries and the im- 
position of additional restrictions on 
the conduct of private enterprise in 
the areas where it still was allowed to 
operate. The whole history of bureau- 
eracy points to the conclusion that, 
though it may have many turnings, 
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this road leads finally to the totali- 
tarian state. 

If anyone advocates a policy of aloof- 
ness on the part of business in the 
expectation that in the event of con- 
tinued depression the present admin- 
istration will be defeated at the polls, 
he is a bold man indeed. Today the 
issues of government and business are 
thoroughly mixed in the minds of the 
electorate. This is eminently regret- 
table, because, as a matter of fact, 
there is much to be said for that quaint 
old idea that government and business 
ought not to be mixed, for the very 
good reason that, whereas the instinc- 
tive political judgment of the mass 
electorate in a democracy can quite 
generally be trusted, the economic 
judgment of the mass mind almost 
certainly cannot be trusted. Economic 
issues cannot be settled at the ballot 
box. The untutored economic instinct 
of the great mass of people too often 
is to reach for the moon. But today 
with government participating so 
largely in economic life, offering so 
many beguiling panaceas, and dealing 
so munificently in promises and hand- 
outs, economic and political motives 
are so mixed that it is unsafe to count 
on any significant change coming out 
of the ballot box. Continued business 
depression will lead almost certainly 
to a dictatorship of the economic plan- 
ners supported by the vast army of 
those who have access to the public 
purse. 

I am convinced that aloofness is the 
wrong way. It is far easier to fight 
the encroachments of government in a 
period of prosperity. Witness, for ex- 
ample, the defeat of the President’s 
court-packing plan.. That would have 
been less easy to accomplish in a pe- 
riod of emergency. Back in 1920 you 
will remember that we had a “return 
to normalcy”. That was a popular 
revulsion, a repudiation of the war- 
time administration after the emer- 
gency was past. That so-called return 
to normalcy was, unfortunately, the 
prelude to one of the most unsavory 
periods in the grubby history of Amer- 
ican politics; but I cite it as evidence 
for the view that any wholesale turn- 
ing away of the electorate from the 
objectives and methods of the New 
Deal is more likely to come in a time 
of apparent prosperity than in an at- 
mosphere of continued emergency. I 
am, therefore, definitely in the position 
of advocating that business should 
play ball with the New Deal in order 
to hasten its departure. If this be 
paradox, make the most of it. 

In all seriousness, the present busi- 
ness situation is highly precarious, and 
the chief danger is to be apprehended 
from the general line along which we 
are drifting even more than from the 
present low status of production and 
employment. A cautious sort of wait- 
and-see attitude on the part of business 
will inevitably make the situation 
worse. There is, in truth, only one 
road open to business, and that is the 


[TURN TO PAGE 45, PLEASE] 


I 
0 
| uni 
stol 
um 
ing 
chal 
—| 
oper 
hua 
and 
sales 
| the | 
the 
Be 
hewe 
ingly 
rated 
Chica 
strea) 
rose 
notes, 
B. 
that 
| well 
in sa 
huara 
tator | 
are h 
copper 
are st 
copper 
wheat 
Goldbe 
land’s, 
geles, 
A. G 
manag 
pany, 
Broadv 
1544 
joyed 
stores 
ahead 
Fall se: 
hind th 
manage 


BOOT anv SHOE RECORDER, July 9, 1938 — 


THIS 
Satarday, duly 9, 1938 


WEEK IN THE SHOE TRADE 


Natienal News 


Summer Business Shows Gain on West Coast 


Oakland Stores Report Larger Unit Sales and Some Increased 
Dollar Volume—Summer Novelties Find Ready Acceptance 


SAN FRANCISCO, CALIF.—With bigger 
unit sales than last year and many 
stores reporting increased dollar vol- 
ume up to 10 per cent, Oakland shoe 
stores are closing a good Summer sell- 
ing season and looking forward to an 
even better Fall. While Oakland has 
a conservative buying public, and ex- 
treme or high styles cannot be mer- 
chandised there as in San Francisco 
o1 larger centers, merchants are re- 
porting a ready acceptance of the 
Summer’s novelty styles, including 
open toes, wedge heels and the popular 
huaraches. Modernization or remodel- 
ing of shoe stores in this area and the 
moving into newer, up-to-date stores 
and localities, have given impetus to the 
sales for a number of stores, as has 
the addition of modern equipment or 
the changing of display windows to 
harmonize with today’s spirit. 

Berland’s Shoe Store, one of the 
newest of Oakland’s stores, is strik- 
ingly modernistic. The interior, deco- 
rated after a theme derived from the 
Chicago World’s Fair, is don2 in 
streamline effect, colors shading from 
rose to wine, with blue and silver 
notes, 

B. M. Godfrey, manager, has found 
that novelty sandals have sold very 
well all Summer. Extreme patterns 
in sandals, wedge heels and Mexican 
huaraches are still selling big. Spec- 
tator pumps are popular and open toes 
are holding their own. Whites and 
coppers have had a steady demand and 
are still good as are combinations of 
copper and white, wheat linen, and 
wheat linen with copper trim. Robert 
Goldberg is district manager of Ber- 
land’s, with headquarters in Los An- 
geles, 

A. G. Peters, president and general 
manager of Peters Bros. Shoe Com- 
pany, with a men’s store at 1443 
Broadway and the women’s store at 
1544 Broadway, says they have en- 
joyed a very good Summer in both 
stores and are at least 10 per cent 
ahead of last Summer, with a good 

Fall season promising. Whites fell be- 
hind this year, reports C. F. Peters, 
manager of the women’s store and one 


DATES TO REMEMBER 


Pennsylvania Shoe Travelers Associa- 
tion, Style Show and Convention, 
William Penn Hotel, Pittsburgh, Pa. 

July 10, 11, 12, 1938 


Charlotte Shoe Fair, Hotel Charlotte. 
Charlotte, N. C.....July 10, 11, 12, 1938 


Boot and Shoe Travelers Association 
of New York, Annual Summer Out- 
ing, ee Glenwood Landing, 
| July 14, 1938 


Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill.. .July 25, 26, 1938 


Buffalo Shoe Travelers Association, 
Shoe Show, Hotel Statler, Buffalo, 
N. Y July 31, August 1, 1938 


an Leather Opening, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Spring, Wal- 
dorf-Astoria Hotel, New York 
September 12, 13, 1938 


20th Annual Convention, New York 
Stat: Shoe Retailers’ Association, 
Hotel Onondaga, Syracuse, N. Y. 
September 18, 19,-20, 1938 


National Industrial Stores Association. 
12th Annual Convention, Hotel 
Netherland-Plaza, Cincinnati, Ohio 

September 19, 20, 21, 1938 

National Shoe Fair, Hotel Stevens, 

Chicago, Ill.....January 3, 4, 5, 6, 1939 


Joint Convention, Southwestern Shoe 
Travelers Association and Texas- 
Oklahoma Shoe ae 
tion, Gunter Hotel, Sa 
Texas.......January 15, 11 18, 1939 


of the three brothers who conduct the 
business, but the copper family has 
done exceptionally well, especially 
British tan, red earth, etc. High-riding 
patterns, wrap arounds and high-rid- 
ing step-ins have been and still are 
popular. There is a strong tendency 
to low heels, says Mr. Peters. Miss 
E. Taylor, in charge of the hosiery 
and bag section, reports a big gain in 
accessory sales this year with women 
taking to the matching accessories 
idea very warmly. In Peters’ men’s 
[TURN TO PAGE 38, PLEASE] 


Suedes and Calf Lead 
In Fall Buying 


CuHicaco, real keynote of 
optimism for Fall shoe business was 
struck at the regular Monthly Shoe 
Buyers Day held by the Chicago Shoe 
Travelers at the Morrison hotel, June 
27 and 28. Norman N. Souther reports 
that more out-of-town buyers from the 
surrounding states of Indiana, Wis- 
consin, and Michigan attended this 
show than for many previous months. 

Fall buying was heaviest in black 
suedes and chiefly in the step-in and 
gcere types. Open toes were practically 
out of the picture with only a smatter- 
ing of interest in small open toe ver- 
sions for the evening and dressier 
types. Brown, chiefly in the darker 
shades, was second color in interest. 
Despite previous predictions blues sold 
well. There was only a slight interest 
in the plum shades, but considerable 
activity in the burgundies and wines. 
Calfskin was the second best material 
with practically no interest as yet in 
other materials. Camisole treatments 
also proved popular. The platform 
sole, although selling in all lines, is 
still considered a gamble and there was 
not heavy buying in this type. 


Fall Outlook Brighter 


St. Louis, Mo.—J. O. Moore, general 
manager of the Hamilton-Brown Shoe 
Co., finds the outlook for a healthy Fall 
shoe business improving day by day. 

“Orders received are very satisfac- 
tory,” says Mr. Moore. 

Three of the four Hamilton-Brown 
factories are running at one hundred 
per cent capacity, while the output of 
the fourth is being pushed up as rap- 
idly as equipment can be rushed into 


place. 


Showing Fall Styles 


NEw. York—The Lester Pincus Shoe 
Corporation, of this city, is holding its 
own style shows in principal cities east 
of the Rockies during the period from 
July 5 to 21, inclusive. 

Cities in which showings are to take 
place include Baltimore, Pittsburgh, 
Chicago and Philadelphia. Both the 
Charing Cross and Pincus novelty lines 
are being shown. 


[37] 

t 
t 
t 
t 
y 
f 
e 
t 
a 
's 
re 
n 
n 
he 
w 
ne 
t- 

I 
on 
er 
be | 
si- 
i 
ed 
ve 
he 
nd 
it- 
SS 
on 
ne 
he 
E] 

& 


[38] 


Summer Business Shows Gain 
on West Coast 


[CONTINUED FROM PAGE 37] 


store, whites are leading and a long 
way ahead of last year in all thirty 
styles carried in stock. For the past 
three years, A. G. Peters reports, 
whites have been increasing in popu- 
larity with their men customers in 
Oakland. Medium-priced shoes, run- 
ning from $5.85 to $8.50, are selling 
well, but there is also a gratifying de- 
mand for high-priced shoes,.says Mr. 
Peters. 

Russell Rodman, manager of the 
Florsheim Shoe store at 1444 Broad- 
way, finds higher-priced shoes selling 
better than the medium-priced ones. 
White gliders are the big sellers at 
this store just now. Ventilated styles 
are most popular. Grays, tans and 
whites in perforated type shoes are 
selling well. There is much interest in 
crepe soles and leather-bound styles for 
country wear. 

Chas. Kushins, Kushins’ Shoe Store, 
1915 Broadway, has had a good Sum- 
mer, with unit sales ahead of last year 
and dollar volume very slightly behind. 
Prospects for Autumn look good, Mr. 
Kushins believes. Kushins cleared up 
very well on fabric shoes this Summer 
and during the past month have sold 
out the carry-over on suede shoes from 
last season. 

“We have not done well on the 
coarser type of sport shoes with leather 
heels and heavy soles,” says Mr. Kush- 
ins. “We find that women want lighter 
shoes now, even in sport styles.” 

For Fall, Kushins will stock colors. 
Mr. Kushins says: “Suede will not be 
as much to the fore as it was last 
season, nor will blacks and blues sell 
as well. We will stock wine tones to 
wear with black and blue, gray and 
green. This combination we shall sell 
as the high fashion for Fall wear. We 
will sell some brown to wear with 
brown: this promises to be good, espe- 
cially the real dark shades of brown. 
We shall recommend the wearing of 
certain shades of brown with blue this 
coming season. 

The Carol Wills store at 1724 
Broadway finds that $8.75 is the big 
volume price this Summer. This store 
is selling open toes almost exclusively. 
British tans, rust shades and whites 
are leading for "Summer wear among 
the store’s clientele. Shoes with 17/8-in. 
heels are the volume sellers. Hand- 
bags made to match the shoes are 
selling very well here. 

D. H. Simms, manager, says: “Our 
customers are beginning to regard it 
as more important to match their ‘ac- 
cessories with shoes than to match 
shoes and dresses. The Carol Wills 
store will stock up heavily on open 
toes for Fall wear. Mr. Simms says, 
“There is no resistance left to this type 
of shoe and its enthusiastic. acceptance 
inclines us to feature it for Fall wear. 
(Autumn weather in California is dry 
and warm.) Black promises well for 
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Kid Group Stages Show for St. Louis Market 


Twenty-five Manufacturers Represented at Statler Hotel Meet- 
ing—New Fall Models by Leading Designers 
Hailed with Enthusiasm. 


Sr. Lovis—‘You are cordially in- 
vited to a showing at the Hotel Statler, 
Tuesday, June 28, presenting important 
new fashion developments in kidskin, 
with merchandising and promotion 
suggestions for your second line. Par- 
lor A—Mezz. Floor—Cocktails at 6 
P. M.—Showing at 6:30—Dinner at 
7:30. Sponsored by the following Kid 
Leather Tanners: Agoos Leather 
Company, Allied Kid Company, Amal- 
gamated’ Leather Companies, Inc., Wm. 
Amer & Company, Beadenkopf Leather 
Company, Burk Brothers, Dungan 
Hood & Company, John R. Evans & 
Company, Mitchel & Peirson, Ince., 
Surpass Leather Co.” 

So ran the invitation from the Kid 
Group to the St. Louis shoe trade. The 
response was enthusiastic. Twenty-five 
leading manufacturers sent from one 
to nine representatives each. One 
hundred new models, made by leading 
designers, showed a diversity of new 
treatments of kidskin shoe patterns. 

Three points were stressed in this 
presentation. First, the best stores 
throughout the country have been pro- 
moting kidskin shoes this past Spring, 
and will continue to flo so this Fall. 
Second, leading style authorities, like 
Vogue and Harper’s Bazaar, are talk- 
ing kidskin for Fall and Spring. Third, 
this new promotion of kidskin is going 
to do away with the confusion that 
has existed in the past in identifying 


kidskin. A trademark, depicting a 
young kid and bearing the words 
“Genuine Kidskin” will be shown, first 
in store windows and interior displays, 
and, later, attached, in some way, to 
the individual shoes. Women are to 
be educated to recognize genuine kid- 
skin and the merchandise is to be so 
identified that a sales clerk cannot 
misinform her. The education of the 
clerks is considered an important part 
of this educational campaign. At first, 
this trademark is to be identified only 
with shoes in the higher price brackets 
so that the consumer will associate 
kidskin with quality and high style 
shoes. The comfort point in kidskin 
will also be stressed. 

A collection of kidskin bags, by lead- 
ing high style manufacturers, was also 
presented at this show. The same types 
of treatments were applied to them 
as to the shoes—draping, pleating, 
tucking and shirring. 

As concrete results of the show. 
every one of the hundred models was 
bought and several manufacturers who 
had not planned to include _ kidskin 
shoes in their Fall lines changed their 
programs and included at least two 
or three. An interesting indication of 
the trend away from “old lady” shoes 
was seen in the fact that one of the 
most conservative manufacturers was 
the biggest buyer of these distinctly 
high style patterns. 


Fall, rust and wine shades after black, 
and blue next. We are stocking ac- 
cordingly for the coming season,” says 
Mr. Simms. 


New Firm to Make 
Women’s Novelties 


HAVERHILL, Mass.—Colella & Milano, 
Inc., has leased three floors in the 
C. N. Kelly factory at 12 Duncan 
Street, formerly occupied by the 
George B. Leavitt Company, for a 
shoe plant. 

The firm operated by Lynn and 
Melrose men, will employ between 200 
and 250 workers at the start and will 
have a daily output of women’s high- 
grade novelty shoes of between 25 and 
40 cases with a capacity of 50 cases. 
The directors are Dominic Milano, 
Melrose, president; Gerald Colella, 
Lynn, vice-president, and Miss Mar- 
garet M. Cosgrove, Lynn, treasurer. 


Opens New Family Store 


MANISTEE, MicH.—C. R. Snyder, 
Vogue Theatre Bldg., here, opened a 


new store under the name Snyder 
Smart Shoes recently, featuring men’s, 
women’s and children’s shoes. 

Mr. Snyder was formerly with the 
Cannon Shoes at Flint for 12 years. 


Position Important to 


Type of Ad 


DeNveER, CoLto.—An unusual place 
for an advertisement is on the front 
page of the society section, where are 
the pictures of society women and the 
lead stories of their activities. Yet no 
spot is better for large attention. 

On “June Bride Sunday,” the day 
devoted by the newspaper to June 
bride pictures and stories, the Fontius 
Shoe Co. secured three columns by ap- 
proximately eight inches of space in 
the lower right-hand corner of the 
society section of the Rocky Mountain 
News, and there announced its I. Mil- 
ler Shoe Trousseau. Pictured were six 
models of shoes every well-dressed 
bride should have, with complete, yet 
concise, description of each shoe. The 
entire make-up of the ad was in keep- 
ing with June bride daintiness. 
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Accent on Color 


[CONTINUED FROM PAGE 17] 


For another important leather, All- 
spice, there are several stocking colors 
with slight reddish brown cast. Cer- 
tain rosy coppers are intended to wear 
with Burnt Earth. For Chateau Wine 
and other wine and plum tones, espe- 
cially Porto Plum, the lighter, clearer 
beiges are the most harmonious tones. 
But the newest idea for this color 
group is a beige stocking with a wine 
undertone to blend with these new 
wines and plums in leathers and fab- 
rics. Almost every line has at least 
one such stocking color. 

The’ ready-to-wear market also 
promises to be a colorful one this Fall. 
Although black will continue to regis- 
ter strongly, a concerted effort is being 
made to promote color. Wine is ex- 
pected to be a good promotional dress 
color for early selling. Two blues, 
duck and slate, will be important. With 
these “off-shades” beige harmonizes 
most successfully. Since the beige 
group is large and varied this season, 
however, there can be a choice of rosy, 
brown, gold or wine undertones, de- 
pending on other color elements in the 
ensemble. The rust family promises 
to be very important in both sport and 
dressy fabrics. A new promotional 
color, called “Rural Autumn,” a dark - 
coral rust, was introduced this past 
week at a fashion show sponsored by 
twelve members of the Coat and Suit 
Division of the Fashion Originators’ 
Guild. Stockings to blend with this 
color were shown by one stocking man- 
ufacturer together with other har- 
monizing accessories by various high 
style houses. 

During the same week -two other 
stocking colors were presented at an- 
other fashion show sponsored by the 
“Colordination Group,” consisting of 
one high fashion garment and several 
accessory manufacturers. The chief 
promotional colors shown by this group 
were “Cosmo Grey” and “Lorenzo 


Brown.” Stockings had been dyed to 
tiend with the fabrics and other ac- 


cessories in these colors. In all three 
cases the color names are registered 
and are to be used only by certain 
chosen manufacturers, including the 
stocking houses mentioned above. 

To return to the general color pic- 
ture—there are a few carryovers of 
popular shades and a few neutrals in 
every line. The latter are somewhat 
warmer in tone than in past seasons. 
For evening the light skin tones con- 
tinue to be popular. Some of these 
lighter colors will sell for daytime wear 
early in the season and for evening 
later. Cruise colors are again light 
and bright, but the general tendency 
is toward softer light colors. Irides- 
cents continue but without any marked 
increase over last season. Some houses 
now consider them a staple. Any dye- 
ing problems have now been success- 
fully solved and the iridescent has 
become an accepted part of many lines. 

With such strong emphasis on color 
there is less news about construction 
although there are several unusual 
ideas on the market. One is the “San- 
dal Platform,” a ribbing construction 
with a floral design—a charming idea 
for a shoe with a very open vamp 
allowing this decorative treatment to 
be seen. “Tippy Toe” (registered 
name) is a new idea for an open toe 
shoe. 

A few new clock stockings will be 
in the market, also a few heels in 
contrasting color. Lisles and meshes 
will sell to a certain extent. 

Two improved heel constructions are 
important from the point of view of 
fit and appearance, especially in rela- 
tion to shoes with open backs. One of 
these constructions is made on a “Sin- 
gle Unit”? machine which has been suc- 
cessfully developed by one stocking 
house. 

A clever promotional idea for testing 
and recording the wearing quality of 
one make of stockings has been worked 
out in stores all over the country. By 
means of a pedometer on the leg of 
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the wearer of the stockings being 
tested, the wearing mileage is accu- 
rately determined. The slogan used by 
stores is “More miles per gal,” and the 
record to date is three hundred and 
seventy miles for one pair. 

The education of the public to rec- 
ognition of quality in stockings is just 
one part of the general campaign in 
all branches of the clothing industry 
to maintain quality standards and to 
increase a consumer appreciation of, 
and demand for, quality merchandise. 


Windows That Won Acclaim 


[CONTINUED FROM PAGE 21] 


clearance season as at any other period 
of the year. 

Perhaps it may be even more impor- 
tant, especially in a season like the 
present, when owing to weather and 
economic conditions, certain lines of 
shoes have not moved in accordance 
with the buyer’s expectations. If these 
shoes are to be sold at all they must 
be sold quickly, and so the kind of 
promotion job you do these next few 
weeks will influence, not only the sales 
record for the Summer, but the condi- 


tion of your stocks as you step into 


the Fall season. 

The week following the Fourth wit- 
nessed the launching of a great number 
of shoe sales, not only in New York 
and other metropolitan centers, but in 
cities of great, small and medium size 
throughout the country. This was mere- 
ly in pursuance of the established cus- 
tom of a great number of retail stores, 
who make it a regular practice to start 
their clearances as soon as the holiday 
is over. 

Probably the sales were advertised 
more widely this year, because of the 
fact that backward weather and the 
business recession have made it difficult 
up to now to move Summer footwear. 
But in general, the trade deserves 
great credit for keeping its merchan- 
dising policies under control in a dif- 
ficult season, and for restraining the 
temptation which must have been 
strong at times to indulge in a de- 
moralizing competitive price warfare. 
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Men's Shoes 


. 1 


“HIGHEST GRADE ONLY" 


LEATHER 
QUARTER 
LININGS 


GENUINE 
MOCCASIN LAST 


GRAIN LEATHER 
INNERSOLE 


Mo. 722 BROWN 


SPECIAL WATER 
RESISTING TANMAGE NO. 723 BLACK 


GREAT EASTERN SHOE CO. 
186 LINCOLN STREET 


8OSTON 


Club to Hold Outing 


New York—The Fifth Avenue 23 
Club, an organization of employees at 
Saks-Fifth Avenue store, here, is hold- 
ing its ninth annual boat excursion and 
outing on July 9 at Karatsony’s hotel, 
Glenwood Landing, Long Island. 

A very interesting program has been 


planned which includes music by Harry 


Eurich, well-known Long Island band, 
who will play on the boat and during 
luncheon and dinner at the hotel. 

Officers of the club are J. Elkin, 
president; J. G. Rogers, treasurer, and 
M. Rosenwasser, secretary. Joseph 
Greene is chairman of the arrange- 
ments committee and J. Pyne, S. Krift, 
M. Cohen, S. Twergo, L. Gibbs and 
G. Black make up the entertainment 
committee. 


_ Travelers’ Membership 
Drive Successful 


Cuicaco, ILt.—A most successful 
membership campaign for the National 
Shoe Traveler’s Association is reported 
by Norman N. Souther, president. He 
reports that all member groups report 
marked increases in membership. The 
Chicago association alone, of which he 
is also president, has acquired 35 new 
members since the first of the year. 
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Joseph Kaplan Returns 
from Abroad 


Boston, Mass.—‘Joe” Kaplan, of 
the Colonial Tanning Co., Inc., return- 
ing from a ten-week foreign trip, says: 
“The fear of war colors the economic 
life of Europe. Millions and millions 
of dollars are being spent in every 
country to organize against possible 
air raids. It seems that the dictator 


JOSEPH KAPLAN 


countries present an ever-increasing 
threat of war, and the general opinion 
of people with whom I have spoken is 
that there will be a war in Europe 
within the next five years. I found 
in general that economic conditions 
were very bad. The popular concep- 
tion among many people whose opin- 
ion I value, is that their economic con- 
dition will improve after ours im- 
proves. 

“The United States is the leader in 
the scheme of things and it is prob- 
ably true that their business will im- 
prove when our economic condition im- 
proves. There seems to be a keen 
desire on the part of every European 
country to have the United States co- 
operate in efforts at world peace and 
in efforts to remove trade barriers. 
There was much favorable comment 
about the start which is being made in 
our country on reciprocal trade agree- 
ments. 

“In Scandinavia, I found economic 
conditions better than anywhere else in 
Europe. The Cooperative Societies do 
a large percentage of the entire busi- 
ness in these countries and in Sweden, 
especially, I am informed that 15 per 
cent of all the business in the country 
is carried on by the Cooperative So- 
cieties. Some of their prosperity is 
accounted for by the fact that they 
are supplying war materials as well as 
agricultural supplies to the dictator 
countries which are preparing for war. 
All in all, my most striking impression 
is that we in America can all be grate- 
ful for the fact that we have peaceful 


SIXTY-NINE 
HUNDRED... 


NEW PROSPECTS DAILY* 


Mrs. Day's Ideal Baby shoes will be 


*Approximate number of 
born infants every day in U. S. 


FLEXIBLE Sous 


SOLES 


IDEAL BABY 
MRS. DAY’S company 
DANVERS, MASS. 


STOCK No. 46! 


neighbors to the north and south, and 
two large oceans to separate us ‘from 
the war-stricken areas. 

“As far as the leather business is 
concerned, my impression is that the 
various countries are trying as hard 
as possible to become independent of 
any foreign supplies, and in many 
foreign countries, tanning businesses 
are subsidized by the government, and 
helped in various other ways, such as 
by high protective tariffs and quota 
systems.” 


Opens New Shoe Department 


Kansas City, KAan.—Harry C. 
Milens Shoe Stores has signed a lease 
to operate a shoe department in the 
Jerome Grossman Department Store at 
640 Minnesota Avenue, in this city. 

Fred Ford will be manager of the 
new department. 


Sees Better Fall Outlook 


St. Louis, Mo—In a note to the 
stockholders, accompanied by the finan- 
cial statement of the International Shoe 
Co. for the six-month period ending 
May 31, declaring a dividend of 37% 
cents a share, William H. Moulton, 
president of the corporation, said: 

“The company’s statement for the six 
months ended May 31, 1938, shows net 
income of $634,989, compared with $3,- 
879,150 for the corresponding period 
last year. However, earnings this year 
are reduced by a provision for market 
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Buy THis Book 
New, Enlarged Edition 


MORE QUICK HELP FOR SHOE te from 
the only book of its kind; an encyclopedia of practica- 
ble, workable ideas for the experienced merchant. 
Not a theory in this book—all tried and true... 
NOT just another shoe book, but offers the shoe mer- 
chant in addition to the 123 specific shoe promotions 

the best ideas from almost the entire retailing field 
for instant adaptation to his particular requirements. 


“2800 RETAILING IDEAS” 


enables you to get into action from the hour 
it reaches your hands. Concise, al] “meat,” it 
is ten books boiled down into one—a time-saver 
for the busy merchant, a reminder of important 
tea the most economical promotion you can 

Some of the 39 LONGER CHAPTERS— 


Ideas for Shoe _ belling, Display, Stock-keeping 
Advertising Idea 

Prize, Discount. and Gift Ideas 

Unusual and Miscellaneous Ideas 

Management and Economy Ideas 

Merchandising Ideas 

Employer-Employee Ideas 

Ideas That Make Stores More Attractive 

Ideas That Attracted Christmas Crowds 

Ideas for Merchants Who Get Together 


I A il 
Cha ters Anniversary Sale Ideas 
Pp Spring and Summer Ideas 


Voting Contest I 
Mailing a 
$ 00 Dollar 
Mother's Ideas 
Post Hosiery I 


More than 2800 ideas, ten for a cent; 
one used more than pays for the book. 
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TRIMFOOT 


PATENT OFFICE 


LOUIS 


im ta’ $1,683,501, wheres, between Sessions of Godman Sales Meeting 


amounting to $1,633,301, whereas, no 
similar provision was necessary a year 
ago. 

“Earnings were 19 cents per share 
for the six months compared with 
$1.16 for the first half of 1937. 

“Net sales for the period amounted 
to $35,891,631 against $44,475,225 for 
the first half of 1937. Subsidiary plants 
produced materials amounting to $15,- 
846,930 which, combined with our sales, 
made a total business transacted of 
$51,738,561 for the first six months of 
this year. 

“The reduction in buying by retailers 
which began late last Summer con- 
tinued through the first half of this 
year. However, orders received from 
our salesmen since their return to their 
territories following a sales convention 
in St. Louis early in June indicate that 
our customers have resumed buying and 


being received quite favorably. 


declined radically last Fall continued 
downward during most of the first half Assistant 
counting plan, which has been in effect 


valued at cost or market of May 31, the 


th ; i representatives. es a lactory executives o, . C. man Company at 
“Des * * rompton presented the several lines, detailing the many improvements in styling 
Prices of hides and leather which and Claude M. Swinney, general factory superintendent, pointed out production 
and manufacturing improvements. 
3 . Sales Manager R. J. McGinty presented the Fall advertising and pro- 
of this year. In accordance with our ac- motional program for the Tarsal Tred line. 
Vice-President T. E. Kavanaugh presided at the banquet held in honor of the 
for many years, inventories have been sales organization, and President Fred A. Miller closed the sessions by sounding 
keynote of the manufacturing and selling program for this season. 


whichever is lower. The resulting ad- 


justment from cost to market at that per share has been declared payable season; and the fine spirit of coopera- 
date amounted to $1,633,301, as stated July 1, to stockholders of record tion throughout our organization indi- 


above and as reflected in the income ac- June 15. 
count for the six months. 


“Prospects for Fall business are much in which the company views the latter 
“A quarterly dividend of 37% cents better than they were for the Spring half of 1938.” | 


cates the determination and confidence 
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Carton Labels 


LA BELS 


Come to the firm where the better carton labels are made 


TOLMAN- DAVIDSON 
—ADVERTISING PRESS, Inc. 
113 Lincoln Street, Boston. Mass. 


Children's Shoes 


edicra 
SHOES 


HAND LASTED 
CHILDREN’S SHOES 
Finest Quality 


PEDICRAFT & Ritner Sts., 


Nurses’ Shoes 


Flexible, Shape Retaining 
NURSES’ OXFORDS 
Made on the 
New OSCO 


SUPER PLIABLE 
Process 


IN-STOCK 


* 


Owens SHOE Co. 


“a3 28 Goodhue St., Salem, Mass. 


Averill to Open New Store 


CoLuMBIA, S. C.—J. H. Averill plans 
to open a new shoe store in Columbia 
around the middle of this coming Au- 
gust. The new business will be known 
as Henry Averill Shoes, Inc., and will 
be located at 16 Arcade Building. 

For the past 14 years, Mr. Averill 
has been connected with the Watson 
Shoe Company of this city as a part- 
ner, but recently sold his interest to 
his partner, R. H. Parks. 

His new store will carry shoes to 
retail from $6.75 to $10.00 and sport 
shoes will be his featured line. 


Walk-Over Men Meet in South 


TAMPA, FLA.—The Walk-Over deal- 
ers in Florida are bound together by 
an association which meets at least 
once a year at different places in the 
state. 

Their last meeting was held recently 
at Orlando, Fla. Present at the meet- 
ing were: 

Mr. and Mrs. Fonda Jackson, J. L. 
Miller, C. E. Rich, Miss Margaret Mad- 
den, from St. Petersburg; A. C. Mc- 
Donald, Bert Rosenfeld, Eli Solomon, 
and Mr. and Mrs. Rudolph Solomon, 
from Tampa; H. Jackson, Mrs. W. T. 
Jackson, Mr. and Mrs. A. W. Peters, 
A. H. Townsend, from Jacksonville; 
Mr. and Mrs. E. W. Baker, Mr. and 
Mrs. E. K. Slagle, Mr. and Mrs. J. E. 
Leete, Mrs. H. M. Baker, from Or- 
lando; M. M. Nankin, Miami; A. A. 
Newman, Ft. Lauderdale, and Lewis 
Nankin, Hollywood, Fla. 


Open New Department 


Hor Sprincs, N. M.—Given Bros. 
Shoe Co. have opened a department in 
the Bernard’s Style Shop here with a 
full line of men’s, ladies’ and children’s 
shoes. Ed Given, who supervised the 
installation of the new shoe department, 
said the same wide variety of styles 
and sizes in men’s and women’s shoes 
at popular prices will be carried here 
as in the El Paso and Albuquerque 
shops. Mr. Rathwick is in charge of 
the department. 
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WEEJUNS 
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sell 
We 


the whole year round! 


Weejuns are more than slip- 
pers, more than moccasins. They 
are popular in many places, all 


On the beach. In the 
locker. On camping trips. By 
winter firesides. North, South, 
East and West, men and women 
alike are finding more and more 
uses for them. 

And find out more about the popular 
Bass line. Boots, shoes, moccasins, 
ski-boots—outdoor footwear for every 
purpose. Write for price list and il- 
lustrated booklet. 


G. H. BASS & CO. 


313 Main Street Wilton, Maine 


seasons. 


Special Promotion Improves Business 


The interior of the Plunkett Shoe Store provides a comfortable and modern 


shopping atmosphere. This store, which was recently re 


modeled, is one of the 


most attractive and modern in Detroit’s downtown section 


Detroit, MicH.—Plunkett Brothers, 
who recently remodeled their Park Ave- 
nue shoe store, have made a special pro- 
motion of sport and golf type shoes this 
season—and the result of careful mer- 


chandising in this department is that 
business on sports shoes has’ been 
good, despite drops in high percentages 
in many of the shoe stores in town. 
[TURN TO PAGE 44, PLEASE] 
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Color Fall Windows 


with Decorative 
Display Cards 
and Price Tickets 


“BY? — Orange and 

brown design — buff 

board—price in black 
PRICE TICKETS 
Attractively hand lettered in 
popular price denominations, 
or blanks. S designs in 
stock. Samples available on 
request. 

6 Doz.—$1.10. 12 Doz.—$2.00 
With Store Name Imprinted 
100 tie -00 
200 ticke' 00 
Check with order please, un- 
less C.0.D. preferred. 


DISPLAY CARDS 
Each month, 14 informative 
and forceful selling messages 
designed 


Detailed Informa- 
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INAWLYVYdad SINWHOUAIW 


209 SOUTH STATE STREET ® CHICAGO, ILLINOIS 


HERKOLITE 
Two-Tone 


Heel 


To get plus value in shoes 
with built-up heels, specify 
"HERKOLITE Heeling." 
HERKOLITE Heeling is made 
of neutral leather fibres. 
That's why it can be finished 
by your manufacturer like 
natural leather to blend 
perfectly with uppers in style, 
beauty and tone. 


Write for samples 


HERKIMER 
FIBRE 


220 East 42nd St. 
New York City 


HERKOLITE Heeling 


The Editor’s Outlook 


[CONTINUED FROM PAGE 23] 


credit for continuance. Intelligent wage earners are 
again realizing that their future is tied up with the suc- 
cess of their companies. Employees who own a share in 
their businesses, represent capital and labor in close 
harmony and have a respect for good management and 
are willing to pay a top price for it. 

Some forty-four companies reported their total aver- 
age number of employees at 1,052,541. Of these ap- 
proximately 240,000 were stockholders in the employing 
concern and owned in the aggregate approximately 6,- 
286,000 shares, or 26 shares each. The proportion of 
employees owning stocks ranged from a fraction of 1 
per cent in some companies to a high of more than 
90 per cent. 

The greatest future progress in businesses, large and 
small, will come when there is harmony and respect 
mutually between labor, capital and management and 
the final word is with management. 


Members Added to Chicago Hide Mart 

Cuicaco, ILt.—Suggesting the broad trade interest 
captured by the Midwest’s new hide futures market 
launched on the floor of the Chicago Mercantile Ex- 


change on June 13, directors of the mart acted Thurs- 
day to increase to forty the number of associate 
memberships available to hide dealers, tanners and 
leather manufacturers. 

Innovated to facilitate operation of the new market 
and limited to those actively engaged in the business 
of buying and selling hides, the exchange’s associate 
memberships carry limited privileges for hide trans- 
actions. Twenty-six were made available prior to the 
inauguration of trading here and voted to as many 
applicants. Since the start of trading additional applica- 
tions for the restricted memberships induced the mart’s 
directorate to provide for fourteen more hide trade 
members, Michael E. Fox, exchange president, said. 

Five hide and leather dealers, whose applications had 
been posted under the ten-day rule, were authorized to 
deal in the new market immediately upon provision of 
the new memberships. The newly elected members 


bring the mart’s hide associates to thirty-one. 


Directors also approved a recommendation of the 
hide committee that the number of that body be in- 
creased from seven to nine members. 

Elected to regular membership in the mart at the 
last meeting were Philip V. Welshimer, partner, R. H. 
Smart & Co., and John B. Christiansen, secretary- 
treasurer, Acme Egg Co., Inc., both of Chicago, and 
Louis Rich, Rock Island Produce Co., Rock Island, Ill. 
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Sales and Heels 


METAL FLEX amo LITHOX 
SOLES ano HEELS 


With CORD Combination 
No SPREAD, No CURL, No ee 
Finishes with a smooth edge. 
THE LITHOX corp. 
WAPAKONETA, OHIO, U.S.A. 


Reinforcement 
Vamp and Quarter Lining 


TUFSTA 


HAS GOT 
WHAT IT 
TAKES 


The Original Non-Woven 
Non-Fray Reinforcing Material 


RESPRO INC. 
Cranston, Rhode Island, U. 8. A. 


Special Promotion 
Improves Business 
[CONTINUED FROM PAGE 42] 


While specialized effort of this sort 
cannot restore the store’s volume as a 
whole, the Plunkett brothers—Roy L., 
Frank, and John E.—have proved that 
concentration upon seasonally suitable 
items can considerably improve the 
total in slack times. 

The campaign opened with a con- 
siderable amount of daily newspaper 
advertising, and was backed up by 
point-of-purchase display. Primarily, 
this meant suitable windows devoted to 
these types of shoes. 

Golf windows proved very interest- 
ing to prospective customers. These 
usually included a grass mat base for 
general greens atmosphere, supported 
by golf sticks, tees strewn about on the 
mat and a few golf balls. With this spe- 
cial background, it was unnecessary to 
use cards to suggest the golf idea—it 
went over readily. 

Accessories have helped too. A caddie 
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bag is one item in this field that has 
been stocked by the Plunkett store, and, 
while it has not yet become a volume 
seller, it has helped to tie in closely 
with the whole golf idea. The bags are 
made of striped awning canvas, and 
lent color to the display. They may be 
used to carry golf shoes in, or to hold 
lunches, golf balls, or what not. They 
are stocked and displayed in a case just 
inside the door, as well as in the 
window. 

Another accessory being promoted 
currently by display, is the small col- 
ored rubber brush for cleaning shoes. 
These, with other similar bag type 
cleaners, are shown on top of the acces- 
sory display case. They are especially 
adaptable to suede, buckskin, and 
gabardine shoes. 

The Plunkett store is located in the 
Women’s City Club Building, and is in 
the center of activities by Detroit club 
women so that golfers can readily be 
interested by an attractive window dis- 
play appealing to the passersby. 

The result of this special selling ef- 
fort is that the Plunkett Brothers are 
not very much discouraged about pres- 
ent business conditions—and they look 
for a nice upturn in business around 
September. 


Kelton to Manage 
New Department 


DALLAS, TExAS—New fixtures and 
displays of modernistic trend are be- 
ing placed in Phillipson’s women’s and 
misses’ wear store, Main near Ervay 
Street, Dallas, in preparation for the 
opening on August 1 of a shoe depart- 
ment for women, misses and subdebs. 

The department will be in charge of 
Ed Kelton, well-known Dallas shoe 
man. J. & T. Cousins and Waker T. 
Dickison Company shoes will be han- 
dled. Prices will range from $6.75 to 
$10.75. Dickison’s Arch relief and 
Arch Lock shoes will be featured. 


PRE-WELTS 


530—Patent Leather 532—White Elk 
531—Smoke Elk 535—Black Elk 


N terms of feet, “All's well that begins 
well". For, when children have the 
needed foot guidance they get wearing 
Elam's Pre-Welts, they have assurance of 
healthy, normah feet in adulthood. They 
remain loyal to the Elam Pre-Welt Dealer. 


F.S. ELAM SHOE CO. 


ROCHESTER, N.Y 


176 No. WATER ST, 


CHICAGO. Harpe 


Gould Named Shoe Manager 


Fort WortH, TExAS—Buddy (Max) 
Gould, formerly with Kaplin’s Shoe 
Store, at Kilgore, Texas, for over a 
year, is now manager of the women’s 
shoe department at Meacham’s, at 
Fourth and Houston Streets, in Fort 
Worth. 


Window Display Shows How Shoes Are Cut 


their recent 


k—During sale of men’s shoes 
and 42nd Street, here, used 


s Peet, 5th Avenue 
how the various 


parts of the shoe upper are cut from a single skin. The straw hats conveyed the 
window which contained 


idea of Summer to the 
warm 
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Time for Business to Barge Ahead 


[CONTINUED FROM PAGE 36] 


confident and full reassertion of pri- 
vate initiative. 

Perhaps the fault lies in ourselves. 
Perhaps we have let the spirit of 
business enterprise languish, allowed 
the bright steel of the enterpreneurial 
urge to become dull and rusty. 

In common with many other people, 
I used to think that the widespread 
dissemination of statistical reports of 
all kinds, the activities of economic 
forecasters, and the increasing erudi- 
tion of business men would have the 
effect of ironing out the business cycle. 
Today I regretfully conclude that this 
is not the case. The effect thus far 
has been exactly the opposite. The 
widespread availability of information, 
the practically instantaneous speed of 
communication, the growing array of 
statistics of all types, the activities 
of forecasters and soothsayers, and 
above all the increasing disposition of 
business men to look to politicians for 
light and guidance, have given us an 
extremely jittery state of affairs. We 
are too frequently appalled by our 
foresight of consequences, and too fre- 
quently our calculations about a sit- 
vation are made not with reference to 
the merits of the situation itself but 
rather with reference to our guesses 
as to how the mass of people will 
react emotionally to it. To be sure, 
political actions of recent years have 
given business much excuse for this 
state of mind, or rather state of nerves. 
But we ought to pull ourselves together 
and recognize that if we go on be- 
having in this way we are not going 
to be able to maintain the system of 
private enterprise in anything like its 
present form for many more years. 

Seemingly we are in that staze of 
understanding with reference to the 
business cycle where a little knowledge 
is a dangerous thing. What I mean is 
this: If we had robustly ignorant busi- 
ness enterprisers who had never heard 
of the business cycle, who did not sub- 
scribe to any tipsheets, either political 
or economic, who were not too much 
concerned with precise calculation of 


consumer demand by means of market 
surveys and so on, but who barged in 
bull-headedly on the assumption that 
this is a rich country and that the fu- 
ture is going to be bigger and better 
than the past, then the government: 
spending program would work. In fact, 
we should have a recovery without the 
spending program. But too many busi- 
ness men apparently have been edu- 
cated just to the point where they are 
too much aware of all the possibilities 
of disaster which lie ahead, and this 
awareness inhibits action, induces 
caution and retrenchment. 

Therefore, it is imperative that busi- 
ness carry forward its knowledge and 
understanding of the business cycle to 
a point where a greater expansion of 
foresight is possible. That is the posi- 
tion from which the business man per- 
ceives clearly that for business to con- 
tinue an attitude of caution and in- 
action is essentially tantamount to 
signing its own death warrant. The 
grasping hand of the politician will in- 
evitably seize control from the palsied 
hand of business. Industry must be- 
have as if many of the dangers which 
it now envisages were not present. If 
we believe in the rights of private 
enterprise we must practice the duties 
of private enterprise. If we believe that 
this country is not finished, that there 
are enormous potentialities for future 
progress, that the scientific frontier 
offers even greater opportunities than 
the old geographic frontier, then as 
business men we must prove our faith 
by action. 

More concretely, what does this 
mean? It means unremitting research 
for the development of new products, 
for the improvement in methods of 
production, for the lowering of costs 
of distribution. It means pricing goods 
so that they will move. It means keep- 
ing up the pressure of sales promo- 
tion, it means replenishing inventories 
of consumer goods which are in many 
instances now too low, and it means 
particularly having the courage to 
proceed with plant rehabilitation and 
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expansion while interest rates are 
down, without worrying too much as 
to whether the market will be there. 
Expansion, re-equipping, remodeling, 
tearing down the old and building up 
the new, that is what makes the mar- 
ket be there. It also means not think- 
ing too much about the business cycle 
and not spending too much time try- 
ing to guess where we are headed. To 
you retail merchants there is a special 
word to be said. I have indicated earlier 
that in one respect you are in a special 
position. Retailing lags as the country 
moves into depression. Normally it 
would lag on the way out. But the 
spending program has changed that. 
Short-run benefits clearly accrue to re- 
tailing from the pump-priming mea- 
sures. Retailing, therefore, has some 
special obligations to help start the 
wheels of business turning. Business 
enterprise will not lead unless you make 
it lead. 

I repeat, there are three positions. 
The first, which seems to be no longer 
possible in this country, is that of the 
business enterpriser who goes boldly 
ahead without being inhibited by too 
much knowledge of economics and busi- 
ness cycles, and with more interest in 
creating new income than in preserv- 
ing outworn asset values. The second 
position is that which too many busi- 
ness men occupy todays, with just 
enough foresight and knowledge to be 
paralyzed by fear of the future— 
“sicklied o’er with the pale cast of 
thought”—perceiving all the dangers of 
the immediate future but blind to the 
long-run consequences of their policies. 
Today it is the third position which 
business leadership must take—that of 
having sufficient understanding and 
foresight to recognize the dangers of 
inaction and to perceive the necessity 
of going ahead in spite of current ob- 
stacles. The stake of private enter- 
prise in making the Administration’s 
spending program work during the 
next few months is very great. To 
hang back and hope for a shift in the 
political complexion at Washington is 
dangerous. So my final word to you 
is to put on steam; go ahead; don’t 
wait for the experts, the professors, 
and the forecasters to give you a 
green light. 


Chain Store Efficiency 


records are made available 
_ to independent retailers in the. 


Recorder’s Stock Record System 
(either in ecards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. | 
209 So. State St., Chicago, IIl. 


NEW SURFACE for 
CHILDREN SHOES Y; 


ELK—CALF—SIDE LEATHERS 
JUST APPLY - LET DRY 


SOLD ONLY BY SHOE TRADE 


CAVALIE 


PLEASE SEND BOTTLE OF LEATHER RENEW FREE 


COMPANY .........+ 
ATTENTION ......... 
STREET 


BALTIMORE 
MARYLAND “Sz 


| 
t 
| 
Cit’ 
| 
| 
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SALESMAN WANTED 


BUSINESS OPPORTUNITY 


BUSINESS OPPORTUNITY 


RESIDENT Salesman :—Men’s, Boys’, Youths’, 
Growing Girls’, Misses’ and Children’s 
popular priced stitchdowns for Georgia, Florida, 
Alabama, Mississippi, Arkansas, Tennessee, 
Kentucky, Western Pennsylvania, New England 
and up state New York. Liberal commissions 
paid. Address $851, care Boot & Shoe Recorder, 
140 Federal St., Boston, Mass. 


SLIPPERS 
Best Known—Fastest Selling 


New York State, Pennsylvania, West Vir- 
ginia, Ohio, Indiana, Wisconsin, Illinois, 
Minnesota, Iowa, Missouri, Arkansas, Ne- 
braska, Kansas, Oklahoma, Texas. 

THE GEO. N. COHEN CO. 
81 READE STREET, NEW YORK CITY 


LINE WANTED 


L SN OR LINES WANTED: by a thor- 
oughly experienced shoe man and salesman 
who has covered large territory steadily and 
successfully over a_ long period and sold goods 
under every classification and has a large fol- 
lowing. Has sold every class of footwear. Is 
now available for any territory desired and 
available immediately. Mr. J. H. Romsey, 4031 
18th Avenue, Brooklyn, New York. 


PROGRESSIVE Shoe Salesman, a go-getter 
promoter and detail man now employed in 
New York area, desires to connect with live wire 
concern making line of Men’s high style Cus- 
tom type shoes to retail $4.00 to $7.50. Popu- 
lar and well liked in the trade. Best of refer- 
ences as to ability and character. For record 
and what I have to offer address $846, care 
Boot & Shoe Recorder, 239 West 39th Street, 


New York, N. Y. 


EXPERIENCED Shoe Salesman with 15 

years’ successful selling desires a Specialty 
Line for Virginia, North Carolina and Sout 
Carolina. Address $871, care Boot & Shoe 
arepter, 239 West 39th Street, New York, 


POSITION WANTED 


ture of women’s novelty shoes. 


—For further particulars, address 


PACIFIC COAST 


Remarkable Opportunity 
For Men’s Shoe Manufacturer 


—Out on the Pacific Coast great strides are being made in the manufac- 


—A leading women’s shoe manufacturer is desirous of working with a 
men’s shoe manufacturer to produce and promote unusual styles in men’s 
footwear—national market assured. 

—Ample manufacturing facilities are available in Los Angeles area, and 
many new style ideas are ready for immediate development. 
—Women’s shoe end is flourishing and expansion is already taking place. 
—Moderate amount of capital, under your own control, will be necessary. 


A.B.C. c/o BOOT AND SHOE RECORDER 
239 West 39th Street, New York City 


WANTED TO LEASE 


ANTED Shoe Department or Shoe Store | 
reliable party. Address $864, care Boot 
239 West 39th Street, New 

ork, . 


WONDERFUL OPPORTUNITY 


The Dr. Pyles Foot Oscillator is finding a 
ready sale to the foot sufferer for home use. 
On rental or sales plan. Exclusive franchise 
now available for this marvelous money-mak- 
ing proposition. Write for full details to the 
VI-PED-EX CORPORATION 
Stockton, California 


HELP WANTED 


WANTED: High grade ‘man to assume charge 
and develop small group of family shoe 
stores located in an Eastern state. Unless you 
have chain store experience and have produced 
volume sales at a profit do not apply. Address 
$866, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


INGLE man, age thirty, ambitious, conscien- 

tious, pleasing personality, make friends 
easily, 10 years’ shoe experience with 2 years 
in factory. Expert window trimmer. Will go 
anywhere providing position offers possibilities. 
Afl reference. Address 4867, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 


SPECIALTY store and chain store buyer of 
twenty years’ experience doing large volume 
both men’s and women’s. Very best reference. 
Address 2870, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


WANTED TO PURCHASE 


WILL buy shoe store or department in 

Colorado or surrounding states. Consider 
partnership. Address 3244 West Thirty-first 
Avenue, Denver, Colorado. 


wart to buy or rent a family shoe store 

within the radius of twenty miles from Eliz- 
abeth, N. J. Address #869, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
N. Y. 


holesale 
Bargain Page 


No buyer looking for a bargain need buy 
a pig in a poke. A daily bulletin of 
Auction Sales is maintained on the next- 
to-last page of the New York Herald 
Tribune. ese announcements are your 
assurance that you are dealing with long- 
established, and regularly-used auction- 
Sally Remember—in the Herald Tribune 
aily. 


(Send to Herald Tribune, Department A 
for Directory of Auctioneers and type of 
— in which they specialize. No 
charge. 


address should be counted. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
Com Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@J 
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FOR LEASE 


WANTED TO PURCHASE 


MERCHANTS’ NEEDS 


HAYE 100% location in well established ladies’ 
shop open to lease, Shoe Dept., Aug. Ist. 
Jackson, Miss. If interested write Box 3868, 
care of Boot & Shoe Recorder, 239 West 39th 
Street, New York City. 


PATENT ATTORNEY 


VICE 
Pat. Off. records searched 


for "ANY Invention or Trade Mark 


MERCHANTS’ NEEDS 


The Complete Line oj 
SPATS AND 

SHOE ORNAMENTS 
ineluding our 
Most Successful 
ZIPPER SPAT 

Manolis Manufacturing Co. 


Useful in any 


Shoe Storell’ 


Slip- On Shoe - Holders 
ROBERT HECKEL, Murray U7AH 


Making Boots for 
Mountain Climbing 

Lynn, Mass.—R. H. Mayer & Co. 
are making boots for mountain climb- 
ers as well as for skiers. The stoutest 
of these mountain boots are for sports- 
men who climb on ice about the moun- 
tain tops or on glaciers. 

A typical pair of these mountain 
boots is made with long legs, to be 
laced, and soles of six plies of leather, 
hand sewn together, and the whole 
hand sewn to the boots. The tread 
surface is armored with spikes of 
hard steel. 

The Mayers became familiar with 
this type of footwear in Europe. The 
American demand is relatively small. 
Glaciers are few here. However, the 
glacier boots are included in the equip- 
ment of the weather observers who 
Winter on Mt. Washington in New 
Hampshire and other peaks, and of 
sportsmen who tramp up to see them 
in the depths of the frigid season. 


SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 

BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-5181 


WE BUY 
Surplus Wholesale and Retail 
Stoc o. Branded Shoes such as 
ity, Are rver, Queen juali 
tonians, Stetson, Red Cross, Nunn- Bush, Ete. 
IRV IBIN 


89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 


Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Ine. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 


MERCHANTS’ NEEDS 


Meals Uleas 


YOUR, 
NEWSPAPER, ADVERTISING 


—If you advertise in newspapers 


write today for free samples of 
1. Sterling Shoe Mat Service 


A monthly service of carefully 
written copy, ographs and beauti- 
ful art work for direct mail and news- 
paper advertising. 


Vincent Edwards Idea Clip- 
ping Service 


Actual newspaper tear sheets of ads 
of shoe stores; you select the exact 
stores and cities you want to see, or 
org the selection to our advertising 
sta 


Learn Advertising at Home 


Advertising is an interesting study and 
Cor you to write more effective 
Hers: to acquire a larger vocabulary: 
to comprehend the sales and merchan- 
problems of a business, and to 
nitely in a position to recom- 

mend business development ideas. 


e 
VINCENT EDWARDS & CO. 


World's largest advertising service 
organization 
342 Madison Avenue, New York City 


2 


3 


_New Manager for Shoe 


Department 


LittLE Rock, Ark.—M. J. Bujarski 
has been made manager of the shoe 
department at Nossek’s here. He suc- 
ceeds I. Drayer. Mr. Bujarski has been 
associated with local shoe stores for 
the past five years. He will be assisted 
at Nossek’s by Harry Stewart, who has 
been in the the shoe business in Little 
Rock since 1902. 


OVER 4000 RETAILERS 
HAVE PROVED THIS 
PRICELESS ADVERTISING 


MEDIUM WILL SELL 
MORE SHOES FOR YOU 


DR. PYLES FOOT OSCILLATOR 


The Most Remarkable Contribution to shoe retailing in 
ordinary class. 


recent years. Take your store out of the 
Install a Dr. Pyles 
Oscillator, and watch your 
sales “Jump Ahead.” 
to your customer “‘ 
foot relief. Makes fitting 
easier and quicker. Now in 
use by leading shve 
and department etores 
throug! 

try and Kurope 


Makes feet more comfortable and actually 
saves time in making sales. Makes adjust- 
ments easier. 

Save sales by occupying the impatient cus- 
tomer’s time during rush periods. 

Simple and economical operation ... no 
supervision necessary. 


Price $38.50—F. O. B. New York or Stock- 
ton, California. 


Write your shoe manufacturer or jobber 
at once for special discount, or write to— 


THE VI-PED-EX CORP. 


STOCKTON, CALIFORNIA 


No Mis-Mates with Mate Marks 
2450 2450. 2450 


Gus V. Wells—686 45th—Des Moines, la. 
Send Free Samples and Prices 


Opens Los Angeles 
Hosiery Office 


Los ANGELES, CALIF.—Sales and 
Hollywood fashion offices have been 
opened here in the Banker Building by 
Foot and Vander Pyle, well-known 
hosiery men. They represent the Rose- 
dale Knitting Co. of Reading, Pa., and 
the Roman Stripe Mills of Easton, Pa. 

Recognizing the fashion importance 
of this section, these hosiery mills have 
engaged the services of Miss Sally 
Martin, well-known Hollywood fashion 
authority, to style their lines from the 
Hollywood fashion color angle. Work- 
ing in conjunction with Miss Martin 
will be René, RKO-Radio Pictures 
famed costume designer, who will give 
her interpretations of advantéed fash- 
ions from the motion picture field of 
influence. 
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Boys’ Shoe Promotion 
Successful 


York, Pa.—Charles H. Bear & Com- 
pany recently held a promotional tie- 
up of interest to Boy Scouts and to 
those who make or sell boys’ shoes. 

Robin Hood was the picture chosen 
by the Boy Scout magazine, “Boys’ 
Life,” for the month of May. Bear’s 
Department Store is the official Boy 
Scout agent for York and Adams 
counties. Bear’s planned and executed 
a very attractive window tie-up for 
the picture, Robin Hood, during the 


week of its engagement at a local the- © 


ater. On a Saturday morning, the 
theater gave a party to the Boy Scouts. 
Each Scout was allowed to bring a 
friend who was admitted to the pic- 
ture for 10 cents. 

At the theater that morning Keds 
Sports Handbooks were given to the 
Scouts. These books featured Keds 
Yeoman Oxford, in colors named for 
the players in Robin Hood, as “Friar- 
Tuck brown,” “Will Scarlet red” and 
“Nottingham blue.” The makers of 
Keds sent Bear’s, for their window 
display, a Bike Ked, of extra large 
size... 50. 

The Scout theater party was largely 
attended, and since Bear’s store is 
closely adjacent to the theater, the 
Scout window came in for considerable 
attention during the week. Response 
to the merchandise tie-up was excel- 
lent and Bear’s anticipates definite re- 
turns from the promotion during the 
Summer months. 

An added feature of the Robin Hood 
publicity was an Archer-Golf contest 
held at York’s Country Club, in which 
the archers won. Their cup trophy 
was displayed in Bear’s Boys’ window. 


Canadian Shoe Imports Gain 

MONTREAL, CANADA— Leather boots 
and shoes were imported into Canada 
to the value of $152,366 in May com- 
pared with $140,845 in April and 
$143,318 in May, 1937. The amount 
from the United States totaled $78,- 
562, the United Kingdom, $27,391, and 
Czechoslovakia, $23,440. Boots and 
shoes made in sizes for women came 
chiefly from the United States and 
Czechoslovakia, and those for men, 
from the United Kingdom. 

Exports of Canadian-made leather 
footwear were valued at $64,053 com- 
pared with $42,733 the month before 
and $54,226 a year ago. Purchases by 
Jamaica amounted to $24,711, United 
Kingdom, $22,975, New Zealand, $6,- 
054, and Trinidad and Tobago, $2,039. 


To Open New Department 
Datias, TexaS—On August 1, Julian 
Kokenge will take over the ladies’ shoe 


department of Dreyfuss & Son, Main 
at Ervay, Dallas, Texas. These shoes 


have been handled formerly by Sanger 
Brothers department store, but the 


Dreyfuss & Son department will be 
a factory-operated outlet. 


BOOT anno SHOE RECORDER, July 9, 1938 


BOOTS AND SHOES 

CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass.................000e00005 40 

ELAM, F. S., SHOE CO., Rochester, N. Y. ........--.2000000ccecceceecceeeees 4 
ENDICOTT-JOHNSON CORP., Endicott, N. Y. 

FORD, C. P., & CO., INC., Rochester, N. Y. .......2.0000cccceceececeeceeees 24, 25 

GREAT EASTERN SHOE CO., Boston, Mass. .............cceceececececcecees 40 

GREEN SHOE MFG. CO., Boston, Mass, ..............scceeeeeeeeecees Back Cover 

KEITH, GEORGE E. CO. Brocktom, Mass. 6,7 

MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass. ...........+s0++e00e: 40 

PEDICRAFT SHOES, Philadelphia, Pa. ...........2.0000c.cecceeeececceeeees 42 

PETERS SHOE COMPANY, St. Louis, Mo, .............. peeaee exacdveaveas 32, 33 
POSNER, DR., SHOES, INC., New York City................0ccceeeeecceeeees 35 
ROBERTS, JOHNSON & RAND, St. Louis, Mo. 28, 29 
‘UNITED STATES RUBBER PRODUCTS, INC., New York City...... .Front Cover 
VITALITY SHOE COMPANY, St. Louis, Mo. .............0000cceeeeeeeeeees 1 ca 
WOHL SHOE COMPANY, St. Louis, Mo. 22 


“LEATHER AND OTHER MATERIALS 


HUBSCHMAN, E., & SONS, INC., Philadelphia, Pa...................... 2nd Cover 
KISTLER LEATHER CO., Boston, Mass. ..........20.s0cceecccceccsceccecees 27 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


BECKWITH MANUFACTURING CO., Dover, N. H. ...........2.-022eeeeeeee 3 
CAVALIER CORPORATION, Baltimore, Md. .............cccceecececeseeees 45 
DU PONT, E. I. DE NEMOURS & CO., INC., Arlington, N. J.................. 8 
HERKIMER FIBRE, New York City .................. ess 43 
LITHOX CORP., THE, Wapakoneta, 0. ..........cccseccecceseereeeeeenceees 44 
LITTLEWAY PROCESS COMPANY, Boston, Mass. ..............2.cceeeeeees 2 
UNITED SHOE MACHINERY CORP., Boston, Mass.............. 10, 31, 3rd Cover 


STORE EQUIPMENT AND FINDINGS 


HECKEL, ROBERT, Murray, Utah 47 
VI-PED-EX CORP., Stockton, Cal. 47 
WELLS, GUS V., Des Moines, Iowa 47 
| 
| 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City............. 41 
KIRSCH-BLACHER CO., INC., New York City........... 47 
POLACHEK, Z. H., New York City 47 
TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass.......:..... 
VINCENT EDWARDS & CO., New York City ..........6..0000c00eceeeeeeees 
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3413—Misses' black paten: 
monk side strap, gun metal 
strap overlay, gray vamp 
stitch. Sizes 12'/2/3. 1.17), 


[2] 


3433—Misses’ black patent 
cross strap, gun metal vamp 
underlay, 8/8 leather heel. 
Sizes 13!/2/3. ..... 1.1712 
343344—As 3433 except 
Child's. 5/8 leather heel. 
Sizes 8'/2/12. ...... 1.07!/, 


3381—Misses' brown side 
oxford, brown patent vamp 
and quarter trim, brass eye- 
lets, 8/8 leather heel. Cem- 
pro welt. Sizes 12!/2/3. 
1.32, 


3381',—As 3381 except 
Child's. 5/8 leather heel. 
Sizes 8!/2/12. ..... 1.22!/, 
3383—As 3381 except gun 
metal, black patent vamp 
patch and quarter trim, 
nickel eyelets. Sizes 12!/2/3. 

1.32!/, 
3383 except 
Child's. Sizes 8!/2/12. 

! 


For every little maiden in your 
town, there's a new E-J shoe. 


' | 
And in every little shoe, there's a 
whole raft of 1938 style touches (es oppose page) § 
that girls will love. Glance at the 
‘ P ent vamp underlay, 11/8 
examples on your right and you'll leather heel. Sizes M18. 
| agree about that. 3423—Same, except Misses’. 


@/8 leather heel. Sizes 
12'/4/3. ..... 1.171 


Before you know it, the tots, the 3423, — Same, except 

Child's. 5/8 leather heel. 

‘teens and the in-betweens will Sizes 
invade your store and clamor for brown side, brown patent 
these Fall novelties — and woe 

exce 

betide the merchant who has to Misses’.: Sizes 
tell them: "Sorry, but they're not 3426p—As 3425 except 


Child's. Sizes 8!/2/12. 
1.07!/, 


in yet." 


Stock them now and you'll score 
an A-plus for punctuality! 
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AND 


3408—Girls' gun metal oxford, 
cord stitched vamp and quarter, 
grey stitched, 11/8 leather 
3409—As 3408 except Misses’. ie 
leather heel. Sizes 12!/2/3. 1.17! 
3409!/2—As above except Child's. 
5/8 leather heel. Sizes nie 
1.07! 
3410—As Sg except brown side. 
Sizes 3'/2/8 1.3 
3411 —As 3410 except Misses’. 
3411'2—As 3411 except 
ATTRACTIVE GHILLIE TIES 


3402—Girls' gun metal ghillie tie, 
cord stitched moccasin, black pat- 
ent saddle, 11/8 leather heel. Sizes 
3!//8. 1.35 
3403—As 3402 except Misses’. 8/8 
leather heel. Sizes 12!/./3. 1.17!/2 
3404—As 3402 except brown side, 
brown patent saddle, 11/8 leather 
heel. Sizes 3!/2/8. ......... 1.35 
3405—As 3404 except Misses’. 


NEW OXFORD MODELS 


3420—Girls' gun metal oxford, 
black patent tongue, 11/8 leather 
heel. Sizes 3!/./8. ......... 1.35 
342I—As 3420 except Misses’. 5/8 
leather heel. Sizes 12!/2/3.. 1.17! 
3421'/2—As 3421 except Child's. 
5/8 leather heel. Sizes 

2 


3414—As 3420 except black alli- 
gator, gun metal vamp and quar- 
ter overlay. Sizes 3'/2/8. ... 1.35 
3415—As 3414 except Misses’. 
3415 except 
Sizes 8/2/12. ........... 1.074, 
3418— As 3420 except all over 
, brown side. Sizes 3!/./8 1.35 
3419—As 3418 except 
Misses’. Sizes 12!/>/3. 1.17! 
34191,—As 3419 except 
Child's. Sizes 8/2/12. 1.074 


3398—Girls' black patent 
2-buckle side strap, gun 
metal patent vamp lacing, 
eather heel. Sizes 
1.35 
except Misses’. 
8/8 leather heel. Sizes 
1.171, 
339914 — Same, except 
Child's. 5/8 leather heel. 
Sizes 8I/12. ..... 1.07! 
3400—As 3398 except all 
over brown. 11/8 leather 
heel. Sizes 3!'/4/8.... 1. 
3401 — As 3400 except 


ENDICOTT, N.Y. - ST. LOWMS, MO0.-NEW YORK CITY 


aie. 
t NEW OXFORD MODELS 
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THE AIR-TRED 
CUSHION 


Y AIR-CELLS .. . hundreds , 
hundreds them . - 


cleverly 


ally 


ly di 
walk on air! 
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AN IMPORTANT MERCHANDISING 
IDEA IN CONNECTION WITH OUR 
REGULAR $6.00—56.50 LINES 


THIS IS probably the most important announcement 
in Air-Tred history. It marks a new departure in 
Air-Tred policy which is bound to effect the entire 
women’s volume shoe market. Our decision to add 
a smart instock set-up making Air-Treds available 
at $5.00 as a strong additional sales appeal to our 


IN STOCK TO RETAIL 
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regular $6.00 and $6.50 lines, was inspired by 
critical analysis of the market, which convinced us 
that this field offered an exceptional opportunity for 
a smart comfort shoe. We have made a 
further progressive revision of Ajir-Tred 
policies by adding new style zest to the 
entire Air-Tred line. Dealers who know the 
Air-Tred reputation for quality and comfort 
will recognize in this move the stimulus they 
have waited for to make a fast start this Fall. 


Ault-Williamson Shoe Co., Auburn, Maine 


AT *5.00 TO *6.00 
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U/C SOFT BOX TOE 
MATERIAL | 


gives extra pliability to the 
toe of the shoe. When more 
than ordinary toe flexibility is 
desired it is readily accom- 
plished by using this box toe. 
e The same material is exten- 
sively used in the heel portion 
of several types of shoes when 
special counter flexibility 
is wanted. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


i B 
zx [6] 
] ¥ “a 14 a4 
4 3 
\ 
1 
~ 
Be 
i 
4 
j 
H 
| 
/ 


BOOT ann SHOE RECORDER, July 16, 1938 
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of fingers, heel of hand thes 
men's feet are like that. 
Ne. 2—hand flattened out with 


Ne, stra is the of 
foot a 


fit 


s t¥e 


i 


eS She Shoe that’s Different 


ers foot hangs over the s 
the axis of shoe and foot 


q 
| 
[7] | 
4 wade. | 
Here's..a simple demonstration you cans | 
rake with own hand, to show your | 
from: the ball of the hand fo: 
- 
Foot-Jo 
shipped 
"Boot Makers to Gentlemen | | 
Allee makers, Dr, W: Leche. aad | 
Photographs. (at left) are of 
two shoes, each nine months 
Shoe at right (FootJoy 
fag shoe) shows sole visible all way, 
ia round. no bulge. At left wear ~[ 
| 


UMBRIA 
20/8 Continental Heel, Sheba Last 
7051 ledio Suede with 
Spice Cal $3.00 


7052 Suede with 
Porto Plum Calf T: 


1050 Black Suede with Black Col 
rim. 

AAAA AAA 5.9 
AA 449 A49 B39 


PARIMODE 
17/8 Continental Heel, Joan Last 
1092 Black Suede ranco China Heel, Glenna |.o 


7093 Black Calf $2 p60 Marine Blue Kid with oe 
or a rim 
AA5-9 A449 B 


eel fashion footwear an cx 


on 
: 
i 
\ 
_ Trim. 
1063 
Black 
: 7062 
Black 
AAA 
of 


OST ALLURING MARKET 


SUPPORTED BY POWERFUL NATIONAL ADVERTISING 
AND MERCHANDISING HELPS » 


OFFERS YOU GREAT PROFIT POSSI- 
BILITIES I THE §5 & §5.50 FIELD 


... Styled for the fashionables ... styled for the active home makers... appealing to the 
young moderns ..and.. pleasing to the thrift wise, the Heel Latch line for fall, with its solid 
foundation of reliable shoemaking and its remarkable comfort feature, offers you by all odds 


an outstanding proposition. 


With each season Heel Latch shoes are winning more satisfied wearers — wearers who are — 
amazed at the quality and comfort they get at such a reasonable price. Mind you Heel 
Latch shoes are of the finest quality at a price which attracts the broadest repeat-customer 
market in America. This rapidly growing legion of Heel Latch wearers simply means that 


more dealers are selling more pairs and making more money day by day. 


One look at the Heel Latch line and the strong merchandising program behind it will convince 


you that you should be featuring it in your store. Write today and we will send full particulars. 


ROBERTS-JOHNSON & RAND 


BRANCH OF INTERNATIONAL SHOE CO. «+ ST. LOUIS, MO. 


EDIE 
19/8 Continental Heel 


lenna Last 
17064 Auburn Havana 
Suede with Rust Braid 
$3.00 
1063 Black Suede with 
Black Braid Trim. . $3.00 
7062 Mat Cabretta with 
Black Braid Trim. . $2.90 
AAA 5-10 AA 4%-10 
A 4-10 B 3-10 C2%-10 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
tigid arch support that is vitally essential. . 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 


[10] | 
ay 
Style 
gold 
“Las 
rigid 
gold 
Just 
Mir 
tion 
Ic 
able 
\ 
_ ALFIE 
distri 
i leathe 
price 
and ac 
| write 
REG. 
| 
Rubl 


BOOT anv SHOE RECORDER, July 16, 1938 


“LASTEX” PRESENTS 


Style 360. Evening sandal with 

gold and silver gore, made with 

yarn, and matching 

rigid stripping combined with 

gold and silver kidskin, 
shoe with silver gore, made 
with ‘‘Lastex,’’ and matching 
tigid stripping discreetly 
trimmed with gold kidskin 


Just another bit of magic performed by “Lastex,” The 
Miracle Yarn. “‘Notarno” is now available in wide and 


narrow widths in both rigid and stretchable construc- 


tions. This unique and beautiful material is offered in 
gold, silver, bronze and gun-metal. It makes possible 
evening shoes combining beauty, fit and comfort 
never before achieved. “Notarno” is the ideal comple- 
ment to that other great triumph of “Lastex,” stretch- 
able leather, which now holds the spotlight in street 
shoes. “‘Notarno” is manufactured 
by the creators of the famous 
“F-A” line of shoe fabrics and is 
distributed solely through Alfred 
Vamos, noted shoe designer and 
creator of stretchable leather. 


_ ALFRED VAMOS, 450 Marbridge Bldg., New York City, is sole 
distributor to the trade of all approved shoe materials, whether 
leather or fabric, made with “Lastex” yarn. Write to him for 
price list and samples. For booklets and information on the uses 
and advantages of “‘Lastex’” in any type of apparel or accessories, 
write to the address below. 


An elastic yarn manufactured 
Rubber Products, Inc., 1790 


A metallic - faced, 


Style 308. Silver gore made 
with ‘‘Lastex’’ accents the Sil- 
ver Swing Cloth with perfect 
harmony, in this semi-closed 
sandal version. 


Style 397. Introduces an innova- 


- tion in evening modes through 


the use of Swing Cloth made 
with ‘“‘Lastex’”’ for glove fitting 
type. 


Style 396. A cross-strap version 
of the open sandal, silver gore 
made with ‘‘Lastex,’’ and 
matching rigid stripping with 
gold kidskin trim. 


Style 401. A new interpretation 
of the platform sole in an eve- 
ning sandal with gold gore 
made with ‘‘Lastex,’’ Gold 
Swing Cloth and silver trim. 


Lasheo . - THE MIRACLE YARN THAT MAKES THINGS FIT 
S. PAT. OFF. 


exclusively by United States 
Broadway, New York City 


s-t-r-e-t-c-h-a-b-l-e 
shoe fabric that 


resists tarnish 
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“I'll TAKE this pair,” repeated frequently, is, as we well 
turnover.” Style is the selling appeal, supported by Comfort and Fit, the 
buying appeals. Kafforite and Kozy Calf include all three, to develop the’ > ae 
appealing style, to accelerate the buying decision. Round mellow: 
rich an color—light in weight—they'll hold their shape—step up your 
pairage. In the smart Fall colors, samples are ready. Write for naa te 


¢ 


A COMPLETE SERVICE IN FINE CALF LEATHERS BY. a HI 1 


THE OHIO LEATHER COMPANY GIRARD, OHIO 
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